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With Which is Combined 
Goop HARDWARE 





RETURNING PROSPERITY 


Found /RUE TEMPER dealers in the forefront with those 
to first receive its immediate benefits. 

With the advent of CCC and CWA their stocks of Axes and 
Shovels were quickly sold and put into active use and the 
demand on our factories continues, heavy and urgent. 





Statistics show hardware sales throughout the country, more*® 
than 40% over corresponding months of last year and that 
Jobbers and Retailers stocks are still far below normal. 


Watch your stock. Keep your orders placed well ahead and 
adequate to meet the increasing volume of business. 





True TEMPER Farm and Garden Tools, Forks, Rakes, Hoes, 
and Repair Handles; JrRuE TEMPER Steel Fishing Rods; 
TRUE TEMPER Axes and Shovels are all A-No.1 Inventory, 
always. 


“LET'S GET BACK TO 








BARTH.. MAKE A GARDEN!” 
orf 
we 


THE AMERICAN FORK & HOE COMPANY 


(Makers of Essential Tools) 


1623 Euclid Ave. Cleveland, Ohio 








THAT TIES UP TIME 
AND STRANGLES PROFITS 


Red tape ... as applied to your brush business . . . is caused by 
purchasing brushes from several sources of supply. The practice 
wastes time . . . slows down turnover ... and strangles profits. 


SSBOR™ You can cut red tape by concentrating . .. in so far as possible . . . 


on Osborn Brushes. They blanket practically every requirement and 
make brush profits REAL .. . not imaginary. 


Ask your jobber to supply you. If he can't, write us. 


THE OSBORN MANUFACTURING COMPANY 


5401 Hamilton Avenue - Cleveland, Ohio 
Sales Offices: New York, Detroit, Chicago, San Francisco 


CONCENTRATE ON 
€ Brushes bo 4 
TILT EMAL eo ake 
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YOU CAN BUILD UP A 


PROFITABLE BUSINESS 


on the 


~YALE~ SERIES 197 


JIMMY RESISTING 


DEADLOCK 





No. 197—bronze plated; No. 198—chromium plated; No. 197%4 and No. 198%4, each with two cylinders. All models furnished 
with either angle or flat strike, to fit single, double and sliding doors. This lock is approved by The Underwriters Laboratories. 


doors of many houses, apartments, stores, etc. that lack 

adequate lock protection. Selling it is largely a matter 
of keeping it well displayed on a sample block where cus- 
tomers can readily see and examine it; also of pointing out to 
them the protection it affords. 


This YALE Jimmy Resisting Deadlock is one of the strongest 
locks ever devised. It is of the pin tumbler cylinder type, oper- 
ating by key from outside and knob from inside, or with two 
cylinders operating by key both inside and out. One model 
has the knob omitted so that if entrance is effected through a 
window, the door cannot be opened from the inside. 


| | is a lock that is urgently needed on the entrance 


You will find it profitable to feature this fine lock and to show 
it to customers at every opportunity. 


THE YALE & TOWNE MFG. CoO. 


STAMFORD, CONNECTICUT, U.S.A. 
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Slanting glass 
top composed of three 
large sliding plates for 
quick easy inspection of 

/| merchandise. Felt mount- 
yf ed display inserts lift out 
J — stock compartments 
under each. 











Displayed to 





You know the quality of Keen Kutter Cutlery. So do 
your customers. Here is the way to sell it —in great- 
er volume and at bigger proftt. Flexible to your 
special requirements. Proven successful in speeding 
up turn-over. The new counter table putin your store 
at no extra cost, under the liberal terms of the new 
KK Cutlery Plan for Retailers. Coupon brings details. 


SIMMONS HARDWARE COMPANY, St. Louis, Mo. 

Gentlemen: Give us the complete information on the KK 
Cutlery Plan, showing how the new display and 
merchandising unit fits in with our business. 


Sseeeeeeounasesed 









Back view of counter table show- 
ing compartments for convenience 
in keeping duplicate stock. Space 
around base of counter to be used 
fordisplaysofotherhardwarelines 















Your Customers 


UNDER GLASS 


@a complete Keen Kutter cutlery department 
contained and managed in one single unit. 


@ a modern merchandising counter table that uses 
every cubic inch to help you sell 


The brand of pocket knives, scissors, shears and flat cutlery that 
users have preferred, asked for and bought for more than three 
generations. 


And now—the most practical and businesslike method of merchan- 
dising Keen Kutter Cutlery that has ever been developed for the 
hardware dealer. 


More than a store fixture, the new glass-top counter table repre- 
sents a complete method of managing a profitable business in 
cutlery. 


Designed in every detail for maximum display value, attractive 
appearance and selling utility, ease and accuracy of stock control, 
the new counter table embodies every sound modern principle of 
merchandising for profits. 

It will give your store a definite advantage in the business. It be- 
longs in your store because it fits into every retail hardware situ- 
ation—with the right stock selection and the right display items 
for rapid turnover. Wherever there are customers, this new counter 
table will sell them Keen Kutter Cutlery. 


SIMMONS HARDWARE COMPANY e ST. LOUIS, MO. 


“The Recollection of QUALITY Remains Long After the PRICE is Forgotten’’ 
—E. C. SIMMONS 
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Don't be caught short 





PETER McLAREN, 


America’s Champion Chopper, says— 


“I wish hardware dealers could accompany 
me on one of my chopping tours. If they could 
see how readily choppers everywhere recognize 
the quality of the Plumb Axe, they would realize 
that they need stock no other axe.” 


he ON’T depend upon 
last-minute orders for your axe 
stock this year. Axes have been 
hard to get. They may be even 
scarcer next Fall. 


Place your specifications for 
Plumb Axes now. 


Remember— Plumb offers you 
a complete line in every price 
range. Plumb gives you a good 
“dollar margin” on each item. 
Plumb advertises all during the 
axe using season to millions of 
farmers and woodsmen. Plumb 
offers you store displays and 
dealer helps. 


All of this makes your selling 
easier, speeds your turnover, in- 
creases your profits. 


Place your Plumb Axe order 
now with your regular jobber. 
Don’t be caught short. 


Fayette R. Plumb, Inc., Phila., U.S. A. 


PLUMB 


pyar LIFE 


Hammers mers Hatchets 
Files Sledges Ax 
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on AXES! 


You have everything to gain 
PLUMB 





by ordering now: 


Axes are a good buy. 





“DREADNAUGHT™” SINGLE BIT MICHIGAN 


The Plumb Dreadnaught Axe is made of one piece of high grade steel. 
There is no soft head to batter, no soft eye to buckle or spread, no misweld, 
no soft bit to be exposed when its coating of hard steel is ground away. The 
Plumb heat treatment hardens the blade and toughens it to hold a sharp 
edge. Furnished in 3 to 5/4 Ib. weights. 

















“DREADNAUGHT” DOUBLE BIT MICHIGAN OR WESTERN 


Designed by Peter McLaren, America’s Champion Chopper, after numerous 
consultations with choppers in all parts of the country. The added length of 
the blade enables this axe to wear away to its best. Weight centered under 
eye adds force to the “‘fall”’ and gives a better balance. The fan-shaped, flat 
surface from the center under the eye spreading out toward corners of the 
bit gives clearance. Furnished in 3 to 5 Ib. weights. 












“PLUMB CHAMPION” SINGLE BIT DAYTON 


An axe designed for expert choppers w ith the co-operation of Peter McLaren, 
America’s Champion Chopper. Especially ground in a fan-shaped, 3-point 
grind to give greater clearance in the cut, with no hollows to bind it. Hand- 
honing of bit removes the wire edge and prevents crumbling and dulling of 
the razor-keen edge. Furnished in 4b. weight only. Also furnished in single 
bit and double bit Michigan pattern—3'% Ib. weight. 


“LIBERTY” SINGLE BIT JERSEY 


A hand ly finished Plumb Axe with full-polished head and red bevels 
and etched with trade-mark “Statue of Liberty’’. The red tip handle identi- 
fies the Plumb Liberty Axe in your stock. Like all Plumb Axes, the new Liberty 
is made of one piece of Plumb Steel. Blade is shaped to clear axe. It is tem- 
pered al! the way through for two full inches. Made in 3 to 5'4 Ib. weights: 
Liberty Finish is also furnished in any beveled pattern in standard weights. 



















“DIXIE PRIDE” SINGLE BIT DAYTON 


NEW! Polished bit and head. Body painted blue with red bevels. Handled 
with No. 2 natural finished, or white lacquered handles. Furnished in any 
beveled pattern, single bit or double bit, in standard weights. 














| SHOW THE 
BLADE THAT 
SHOWS THE 
PROFIT / 


























ILLIONS of men are finding out won’t buckle, bend or break. Made 


that Gems shave the best way be- of 50% thicker surgical steel—so we 
cause Gems shave the barber’s way. can strop ’em 4840 separate times, 
The Gem Micromatic Razor uses the Gems have an edge that wiry bristles 
barber’s long, smooth, right - angle ean’t baffle and wafer-thin substitutes 
glide and sweeps away the roughest can’t duplicate. 


s ] i i i ° 
tubble without fumbling a whisker We make Gems both single- and 


The Gem Micromatic Blade—like the double-edged for your customers’ con- 
barber’s—is straight, flat and rigid. It venience and your profit. Stock up! 


GEM SAFETY RAZOR CORPORATION 
Brooklyn, New York 


GEM 


MICRYUMATIC 


(Foun anit ile 


© G. S. R. C. 1934 
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How much OF THIS 


NEW BUSINESS will you secure? 


1934 will witness a greatly enlarged 
market for shotguns. What is more 
natural for the worker with increased 
leisure time, than to satisfy his instine- 
tive desire to hunt? Farmers are receiv- 
ing benefits for cultivating fewer acres. 
They will have more money and more 
To attract the 
ness of both city worker and farmer, 


time to shoot. busi- 





you need guns that have a national rep- 
utation for dependable performance, 
to sell at a low price. 


These two Springfield models, made by 
Stevens, are just the guns with which 
to secure the lion’s share of the en- 
larged market in your community. 


Ask your jobber for prices. 


J. STEVENS ARMS COMPANY 


DEPT. 


AND OPERATED BY 


L-5 CHICOPEE FALLS, 


MASS. 


SAVAGE ARMS 
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LET 
MID-STATES LAWN FENCE 
YOUR PROFITS UPW4 


There is a large profitable 

a [a =market for Mid-States Orn- 

[cite f ~~ amental Fabrics .... Lawn 

ee RES Fence, Flower Bed Border 
SM and Trellis. 


Take advantage of it by 
stocking some of the six 
handsome styles of fabric 
(four of the popular ones 
are shown below) some 
trellis wire and flower bed 
border. 












_— 
’ 


THe RITA 




















Mid-States Ornamental fabrics are made 
of GALVANNEALED Cop- 
per-Bearing wire so that 
they may be expected 
to outlast some 
ordinary gal- 
vanized wire 2 
or3to 1. Look 
for this tag on the 
fence you buy! 


YOU, TOO, MAY AS WELL PROFIT BY THE SALES 
APPEAL of MID-STATES LAWN FENCE .... Write 


MID-STATES STEEL @ WIRE CO. 


CRAWFORDSVILLE, INDIANA 


(GALVANNEALED WIRE is produced under license arrangement with the KEYSTONE STEEL & WIRE CO.) 








8 HARDWARE AGE 








"KWIK-LOK"’ 





ATIONAL Extension 
Window Screens have 
features that remind custom- 
ers of quality and good work- 
manship throughout their 
long life. Coupled with their 
very reasonable prices, these 
features make strong selling 
talk that builds up sales for 
dealers. 


We ask you to note the ac- 
companying illustrations. 
National Extension Window 


“They Mosse Everybody 
EXCEPT THE FLIES”/ 


Screens slide on steel run- 
ners. They slide easily and 
smoothly. 


The wire cloth is held tight. 
The angled center bars are 
of steel. The screens stay fly- 
proof. Note the “Kwik-Lok.” 
These Window Screens are 
carried in stock in no less 
than twenty-three window 
sizes in either black or gal- 
vanized wire cloth. We can 
meet your requirements 
quickly. 


NATIONAL SCREEN COMPANY, INc. 
Suffolk, Virginia 
Southern Selling Agents: 
Sand & Hulfish, Baltimore 


Your jobber can tell you about the com- 
plete line of National Screen Doors, Win- 
dows and Ventilators. They are made in 
styles and at prices to please your cus- 
tomers, and keep them pleased. He can 
five you quick deliveries. 


New York Office: 
253 Broadway 


NATIONAL SCREEN COMPANY 


SUFFOLK 
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WE WENT TO THE FRONT LINE 
TO GET THIS INFORMATION 







TH 


util 














My 


















| judge all fence by its lasting qualities, a 
that’s why | always buy “STERLING.” \ Nes ee 


And that’s just one of the answers we / , mH 
received to the question, “What do you qi 
consider the most important quality in Y r if TT 
judging good fence?” Our personal con- ae hn Lath 
tacts with users of fencing taught us many \ ii ui! 
things, and prominent in our discoveries R > 
was the fact that the majority of all farm- 
ers consulted planned to buy fencing 
equipment this year. This is important to 
you, Mr. Fence Dealer! 






Na) AY EEE Sina " 

(| | li 

| | 
my 


a F CWE : = am ||| 
} \ s Kw min il 















Hy 


Hl | | 
IW) 


ON 


' 





Sterling Fence is made from high-grade steel, and is fabricated on improved 
1 4 h £ thi machines, which assures honest measurements. All wire is extra strong and 
t t - ‘ 

2 oe ee oe Se ee is accurately gauged and THOROUGHLY GALVANIZED. That’s why our 
coming business you must have adequate ; 

stocks of dependable and known quality personal guarantee goes with every roll we manufacture. 

fence. You can not afford to take a chance 
on inferior brands. We do not hesitate to 
recommend Sterling Woven Wire Fencing 


as one of the finest brands on the market. 
Farmers know Sterling Fence and have de- Netting, Hardware Cloth, Ornamental Fence and Gates, Nails, Staples and 


For the best results sell the complete Sterling Line. Field and Poultry Fence, 
Fence Stretchers, Barb Wire, Steel Posts, Bale Ties, Farm Gates, Poultry 


pended upon it for years. They recognize Smooth Wire. 
all Sterling Products as a lasting invest- 

ment and to represent the best in material 

and workmanship. 


Write for a supply of useful fence charts. These charts have been made 
up to assist you and your trade in figuring fencing requirements. 
Will serve as fine interest creators and sales stimulators for fence. 


NORTHWESTERN BARB WIRE C0. 


STERLING SINCE 1879 ILLINOIS 
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THE FINEST THREADS @) MONEY CAN BUY 


This message may be read pro- 
fitably by two distinct classes of 
nut and bolt users—those who 
use nuts and bolts in structural 
erection work in the field and 
those who use these products in 
the production of machinery and 
equipment of every kind. And the 
message to both is the same—no 
matter where you go or how much 
money you spend, you can’t buy better- 
threaded bolts and nuts than those carrying 
the familiar Upson U trade mark. 

Why? Because back of every single Upson item 
there stands a five million dollar plant—the most up-to-date 
threading equipment that can be had—a corps of workmen f 
who know the high standards that every Upson product | 
must meet—and a reputation that must be maintained. 

Yet Upson bolts and nuts, standard or special, cost no 
more in spite of their ability to give better performance. 

Your Supply House will be glad to furnish these quality 
products if you specify them by name—Upson. 


@ Bolts and nuts in all standard and special 
shapes, sizes, alloys and finishes. Standard and 
special rivets of all kinds. Wire rope clips. 
Turnbuckles. Automotive and railroad special 
items. Headed and threaded products for every 
use. Your specialties are our specialty. 
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REPUBLIC STEEL 


pee? 0 Get Ol 


he 
CLEVELAND, OHIO 
This advertisement is appearing in five leading indus- 


trial publications. Wise Supply Houses will ‘cash 
in’ on Upson advertising by carrying complete stocks. 


APRIL 26, 1934 11 






































I feature 


ACCO CHAINS 


according to season 


@ I get my trade from both town and country. Seems like everybody needs Are 

swing chains this spring, and many homes are replacing worn out sash " 
cord with sash chain. Folks have neglected a lot of ; ae 
necessaries for three or four years. Take halter and LOG CHAINS 
dog chains—there’s a good call for Acco numbers. 
The farmers are buying breast chains, tie-outs and 
cow ties, also loading and log chains. 

Yes, I like to sell Acco Chain products. It’s clean busi- 
ness with a decent profit. Acco 
Chains satisfy my customers. I 
can boost them to the sky and 
be sure they won’t let me down. 

Right now I make a display 
in my window of eight differ- 
ent Acco Chains with show 
cards. That reminds people. 
It’s surprising how many peo- 
ple come in because they are 
reminded by seeing Acco 
Chains in the window. 

Your jobber will supply you 
at once with Acco Chains. 










































AMERICAN CHAIN COMPANY, Inc. 


Bridgeport, Connecticut 
World's Largest Manufacturer of Welded and Weldiess Chains 
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live up to the 
good things 
said about them 


For more than a decade Nicholson Files 
have been introduced to new file users and 
advertised to old ones through National 
Magazines, Newspapers, and Special Class 
Advertising. 

Year after year, this advertising makes 
claims for — no, makes statements about, 
Nicholson Files, which we know to be true 


to be true when he uses them. Advertising 
makes new acquaintances for Nicholson 
Files. Real quality makes these acquaint- 
ances into loyal friends of Nicholson Files. 

It pays to stock Genuine Nicholson Files 
to meet every industrial, home workshop 
and farm filing need. You'll find them at 
your jobber’s. Nicholson File Company, 


and which the file user discovers wHOlsq, Providence, Rhode Island, U. S. A. 


U.S.A. 


(TRADE MARK) 


gus’ MICHOLSON FILES 


A FILE FOR EVERY PURPOSE 
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Do the Chisels You Sell 
Hold a Keen Edge? 


Union Hardware Chisels are 
made from the finest tool steel 
obtainable, hardened and tem- 
pered just right. The special 
grade of steel used is rust-resist- 
ing, tough and durable. In 


UNION HARDWARE 


CHISELS 


the blade and socket are welded into 
one piece of steel by a process which 
eliminates any possibility of weak- 
ness. It also assures uniformity in 
strength and finish. 

Handles are seasoned White Hickory, 
carefully turned and fitted securely 
with heavy caps of durable, live 
leather. 

The good quality and moderate 
prices make them: profitable sellers. 






































Ask your Jobber to supply you. No. 1120 
No. 125 Socket 
Socket Firmer 
Firmer G es 
Chisels ary — No. 


HARDWAR COMPANY 


Reg. U. S. Pat. Off. 


TORRINGTON, CONN. 


Established 1854 
New York Office: 151 Chambers St. 


1120 leather tipped. 
Outside Bevel — No. 
1110 plain hickory 
handle. 

Inside Bevel—No. 1112 
plain hickory handle. 
Inside Bevel—No. 1122 
leather tipped. 

Sizes: Ye, %, %, 2, 
%, %4, %, 1, 1%, 1%, 
13%, 2 in. Blades 6 in. 
All packed one-half dozen 
in wood box. Also Chisel 


All high grade tool 
steel. Blade and 
socket in one piece. 
Bevel Edge—No. 125 
leather tipped. 

Bevel Edge—No. 115 
plain hickory handle. 
Plain Edge—No. 110 
plain hickory handle. 
Plain Edge — No. 120 
leather tipped. 

Sizes: Ye, %, %, 2, %, 
%, %, 1, 1%, 1%, 1%, 2 








; 2 UR CONDENSED Catai= , 
in. Blades 6% in. Also SEF ye 1933 DIRECTORY nuyyge Sets of 6 to 12 chisels. 
Socket Cabinet Chisels same WI" OF HARDWARE AGE Gouge Sets 8 to 12 gouges. 
sizes with 412 in. blades. o @ Packed in boxes. 
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Zinc-Insulated Fences. . Steel Fence Posts. . American Steel 
Gates . . Banner Poultry Fences . « Protector Poultry Fence 
Union Lock Poultry Fence . . Netting .. Bale Ties . . Nails : 4 
Tacks . . Staples . . Barbed Wire . « National Expanding 4 
Anchor Dirt Set End and Corner Posts . « Wire Clothes Lines 4 
. «Wire of all kinds. 
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DEMAND IS THE BEST GUIDE TO SALES 


More fingers point to Zinc-Insulated Fence—more farmers demand it—than any other make. 
This great consumer preference is due to just one factor—not claims and promises—but 
superior quality and value proved throughout many years of actual service. Truly —-DEMAND 
is the best guide to sales—and answers the question ‘Which brand of fence shall I feature?’ 


1954 


AMERICAN STEEL & WIRE COMPANY 












MORE THAN 
100 YEARS 


oy PROGRESS & 
j N 
im WIRE MAKING ¥ 








208 South La Salle Street, Chicago SUBSIDIARY OF uniren QS states STEEL CORPORATION Empire State Building, New York 
94 Grove Street, Worcester AND ALL PRINCIPAL CITIES First National Bank Building, Baltimore 
Pacific Coast Distributors: Columbia Steel Company, Russ Bldg., San Francisco Export Distributors: United States Steel Products Company, New York 
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GARAGE DOOR SETS 


possess these qualities appreciated by every motorist: 
— Allow doors to open and close —Doors fit snugly; fully weather- 


with ease and precision proof 
—Seldom require adjustments or —Protective finishes defy rust 
other attention and deterioration 


kage summary of salient features of National hardware 
amply fulfills the requirements of exacting buyers who 
realize the importance of good hardware to guarantee fault- 
less door manipulation. 


The various sets illustrated are designed to meet varying con- 
ditions and serve two-, three- or four-door types of garages. 


The door action of all of these sets is enhanced by the use 
of scientifically designed roller-bearing hangers that glide 
along swiftly and smoothly on special stout, rigid rails. 
Dealers everywhere are capitalizing on the popularity of 
National hardware. Ask for further particulars. 
National hardware is sold direct to the 


retail dealer—a policy that promotes qual- 
ity, service and direct selling cooperation. 


tea 


pe oee 











He 
be 
i 
be 
fr 


Ts a teen clas D 


NATIONAL 
MANUFACTURING 
reese COMPANY 


Two-Door Trolley Garage Sets ST E R LI N G . | L LI N Oo | S No. 855 Swivel Trolley Hanger 
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SIMPLE CHART 


BOOSTS SALES for 


Westinghouse Dealers 


HOME LIGHTING “TEST CHART” FIRST EVER USED 
IN LAMP FIELD. . 


Typical of Westinghouse dealer selling aids is a 
new little “check chart” that daily rings the bell 
for Westinghouse lamp dealers. 


Now, consumers can test their home lighting — 
and tell at a glance whether it is good, bad or in- 
different. When, eight times out of ten, the test 
shows the need for higher wattage lamps, the 
Lightograph Check Chart sends the consumer back 
to the dealer’s store for the “right size” lamps. 


Simple and effective, the Lightograph Check Chart 
is one of the many aids devised each season to 
help Westinghouse dealers get a faster turnover 
on a fast turnover item. 


Why not take advantage of this type of sales 
promotion for your store? Drop us a line today — 
or ask a Westinghouse representative how to get 


your lamp franchise. 


WESTINGHOUSE LAMP COMPANY 


30 Rockefeller Plaza 





EVERY HOUSE 
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Sei. THEILECO 
BIG FOUR 


When a customer comes into 












your store to buy a padlock, or is 


reminded by your store display to 





Pin-tumbler locking mechanism. Solid brass case, brush purchase one, he usually has a 


brass finish. Case-hardened steel shackle, heavy brass specific need in mind. He has some- 
plated. 


1% INCH 


thing of value that he wants to 
protect. 

It is important to make certain 
that you are selling your customers 
the right lock for the right purpose. 
bMeltiamca bhelaemey UC tence olsebteremmeel= 


counter Can ascertain the use to 


which a padlock is to be put and 


then recommend the necessary de- 





Retail: $1.00 each gree of protection. The correct 


Five pin-tumbler locking mechanism. Heavy cast bronze answer is almost sure to be found 
case, case-hardened steel shackle. 


in one of the Ilco “Big Four” 


Padlocks. 


REAL PADLOCK VALUES 


When you stock and sell Ilco 
Padlocks, you can feel perfectly 
sate in your faa eoveotestaetertelelers ice) 


customers. You pay no premium, 





the customer buys no intangible 


values. The real value is in the 





No.314 *© Retail: 50; each 
1% INCH 


product, and the Ilco trade mark 


Five disc-tumbler locking mechanism. Heavy steel case, 


rives both you and your customer 
black oxidized and lacquered. Nickel plated steel shackle. & : 


an unquestionable assurance of 
Safety 

Read the specifications for the 
Ilco “Big Four” on this page and 
orereme folamittadslaambelielacnttetele mmm Geir 
will obtain a good profit and also 
satisfied customers when you sell 
Padlocks and.other products bear- 


ing the trade mark “ILCO.” 





Retail: 50¢ each 


Pin-tumbler locking mechanism. Case of special die cast 
alloy, black crystal finish. Case-hardened steel shackle, 
nickel-plated. 


INDEPENDENT LOCK CO. ieee nnn 


FITCHBURG, MASSACHUSETTS, U. S. A. LOCK PROTECTION 


e 
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8 x 8 Mesh 
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Dependable 
Wire Products 


For 60 years Wickwire Brothers have specialized in the 
manufacture of dependable wire products—known the world 
over for their unvarying high quality and long, satisfactory 
service. 

Here in Cortland, N. Y., is located our entire office and fac- 
tory where in one group of mills we control every opera- 
tion from raw materials to finished products. 

All our steel products are made from Copper Bearing Open 
Hearth Steel. We draw the wire in our own mills—all 
processing through the Steel Plant, Rod Mill and Wire Mill 
is done under our constant, personal supervision by the most 
skilled operators. 

We alone are responsible for the quality. Our products give 
unfailing satisfaction. 


The Original 


WICKWIRE BROTHERS 


CORTLAND NEW YORK 


Not Affiliated With 
Any Other Company 





Our products include: 
Net-Wick Poultry Fence, Hexagon and 
Hen-Chick Poultry Netting, Galvanized 
Hardware Cloth, Wire Nails, Brads and 
Staples; and the following brands of 
Screen Wire Cloth-——Cortland Bronze, Cort- 
land Copper, Cortland Ultra Premier, Cort- 
land Gray Wick and Cortland Black Enam- 
eled. All Brands of Screen Wire Cloth are 
shipped in individual Fibre Cartons. 


Your Jobber Will Supply You 
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Wuar does this magazine advertising 
mean to you in your community? Will it help 
your lamp sales? Will it bring more customers 
to your store? 











How 


GENERAL 


ELECTRIC 
helps you to 


sell 


1 ie 





lamps 











Yes, it will! For the oe of ee Do These 3 Things and 
lamps of General Electric manufacture reaches ' You Will Sell More 
practically 4 out of every 5 of your customers— \ n 


and it convincingly tells why General Electric 
MAZDA lamps give ‘‘Good Light at Low Cost.” 


Very few items you carry stood the depression 
test like General Electric MAZDA lamps. Three 
out of five lamps sold are of G-E manufacture. 
And still there are thousands of empty sockets 
and burned-out lamps in the homes of your 
customers. Go after them by doing the 3 things 
listed at the right. General Electric Company, 
Nela Park, Cleveland, Ohio. 


/ 


wake / 
ae / 


+ 


Your customers look for 
this MARK 





.- Put in the General Electric 


MAZDA lamp display every 
time you receive it. 


- Take one of our current 


magazine advertisements 
and build a massed display 
of General Electric MAZDA 
lamps around it. 


. Ask people to buy. Every 


home needs more and 
higher wattage lamps. 





GENERAL @ ELECTRIC 
MAZDA LAMPS 
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NOW «more CIRCULAR SAW SALES! 
ATKINS WorkatTlome SAW 


















Here’s a line of circular saws to meet 
increasing demands of Home Work- 
shop fans in your community! 


ATKINS Work-at-Home SAWS 


Made of high quality Sheffield Steel 
and backed by the ATKINS warranty. 
They’re priced to meet all competition. 
And they come mounted on individual 
display cards that compel attention. 
ATKINS Work-at-Home Saws sell 
themselves—you get the profits! 


Ask your jobber about Atkins 
Work-at-Home Saws. If he 


can’t supply you—uorite to us. 







No. 8 Cut-Off 


ATKINS Work-at-Home Saws 


are made in the following 






No. 2 Rip standard sizes only: No. 37 Combination 
6" and 7” Dia. ------ - 17 and 18 gauge - - - - -- - 1," hole 
8’ Dia. ------- 17 and 18 gauge - - - - - - - 1," and 54" holes 
10” Dia. ------- 16 gauge ------- 54" and *4" holes 





No} = 0 2) 2 0) OS Y-N, ae LO) Pd. 6) 


E.C.ATRINS*°COM PANY 


INDIANAPOLIS, INDIANA. U.S.A. 
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The Supplemental 
Wholesale Hardware Code 


Hearing 


About Fifty Wholesalers Meet in Washington, D. C., 
April 19—Active Controversy Over Definitions, Geo- 
graphical Code Authority Representation and Advance 
Dating Terms—Kindred Lines Classification Requires 
Special Committee Which Will Study Overlapping 


HERE was ample debate at the public hearing on the supple- 

mental wholesale hardware code. About fifty wholesalers gath- 

ered at the Raleigh Hotel, Washington, D. C., on April 17, 1934, 
to develop an efficient code. From the start, there was action and 
usually some objection on every phase of the proposed code,—so much 
so, that the NRA chairman in charge commented several times on the 
lack of unanimous opinion in the industry. Dr. Kenneth Dameron, 
NRA Deputy started the hearing but left early in the morning session. 
leaving Dr. R. S. Alexander in charge. 


The definition of a wholesaler follows closely the definition in the 
basic code with the addition of a clause taken from the famous U. S. 
Supreme Court decision in the Mennen case which states that “the 
character of his selling and not the character of his buying distin- 
guishes a wholesaler.” A clause designed to eliminate the wholesale 
status from chain stores and mail order stores was deleted at the 
request of members representing both the National Wholesale Hard- 
ware Association and the Southern Hardware Jobbers Association. 
This action followed closely a discussion on the acceptance of the 
dealer-owned wholesale house to full jobbing status, although it was 
not directly related. 


In using the expression “hard- tee will be of great benefit to the 
ware and kindred lines” a snag was hardware business as both whole- 
struck as a long list of common hard- salers and retailers are at present 
partially subject to many codes with 
conflicting requirements. 

As submitted, the proposed code 
provided for a code authority from 


ware distribution items were included 
for this code. Among the “kindred 
items” protests came those on paints 
and roofing from representatives of 


specialty wholesale groups, in those 
fields which are planning supplemen- 
tal codes of their own. This led to 
inviting two lawyers to write a satis- 
factory compromise phrase which in- 
volves a special code committee to 
study the problem of overlapping 
codes. It is generally believed that 
the work of this particular commit- 
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each of nine geographical sections. 
These areas had been set up by NRA 
arbitrarily and brought about much 
difference of opinion and feeling 
from Northwest, New York City and 
cooperatives that their specific in- 
terests had been overlooked. After 
some special committee work, this 
matter was adjusted so that the pro- 


posed wholesale hardware code 
authority will have seventeen mem- 
bers, ten of which will be district del- 
egates from ten revised geographical 
sections and seven will be delegates- 
at-large. It is understood that at 
least one delegate will represent the 
dealer-owned wholesale interests. 

The outstanding debate concerned 
long-time dating terms. Led by their 
vice-president. Walter M. Bonham. 
president of C. M. McClung & Co.. 
Knoxville, Tenn., a group of South- 
ern Hardware Jobbers Association 
members fought strenuously to cur- 
tail advance datings to a 60-day lim- 
it except on seasonal lines or where 
manufacturers’ terms, extended to the 
jobber, are on a longer term basis. 
Charles Bottorff, president. Belknap 
Hardware & Mfg. Co.. Louisville. 
Ky., and A. Wesselm Shapleigh. 
vice-president, Shapleigh Hardware 
Co., St. Louis, Mo.. presented the 
outstanding opposition to this effort. 
Their contention was that in many 
parts of the South. the one crop 
farmer needed credit help from the 
dealer who in turn required long 
term dating from the wholesaler. 
Their opponents claimed that only 
cash discount dealers were extended 
such help which they said indicated 
that it was not a dealer help ar- 
rangement. The discussion went on 
for more than two hours and was the 
direct cause for Doctor Alexander 
calling an evening session to finish 
the work. At press time. there were 
no definite conclusions reached on 
this point although every effort was 
made to seek a compromise. 

These are the outstanding phases 
of this hearing. A more complete 
report will be published in the next 
issue, which will be in our readers’ 


hands on May 10. 








Waverly, Iowa, Merchants | 


o HAT can we do that will 
convince the people of our 
trade area that we are live 


merchants and that we give good 
values, and that will at the same time 
let us sell some merchandise at a rea- 
sonable profit without too much 
added selling expense?” 

The “community stunt” is very of- 
ten the dual-purpose merchandising 
event which answers this question—it 
is a form of trade-building missionary 
work which at the same time can 
usually be depended upon to pay its 
way. For our purposes, the term 
“community stunt” will mean any co- 
operative sales event, either with or 
without non-merchandising attrac- 
tions to help obtain a crowd, in which 
all the merchants of a community 
have an opportunity to take part. 

Much of the effectiveness of a com- 
munity stunt depends on its “tim- 
ing.” It must fit in with current 
conditions. To make sure of proper 
timing and of balance among the 
various stunts, it is usually advis- 
able to plan the year’s program well 
in advance. Early in 1933 the 
Waverly (Iowa) Retail Merchants’ 
Association adopted this plan, choos- 
ing an advertising committee to se- 
lect and to name the events and to set 
the dates. (In some cities where 
newspapers promote such events, a 
few merchants invariably feel that 
the stunts are put on merely to 
“milk” the retailers and that no good 
comes from them; where this feeling 
can be avoided, both newspapers and 
merchants profit.) 


The Proper Timing 


This merchants’ group considers 
the seasons of the year, viewing the 
chances for spring and fall events; 
plans for stunts already well estab- 
lished (such as Dollar Days or other 
traditional favorites) ; thinks of Lent 
and whether Easter is early or late; 
considers other effects of religion or 
of local custom; remembers when 
certain industries (in our case, 20 
creameries and a condensery) issue 
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Leslie G. Moeller, Man- 
aging Editor Bremer 
County Independent, 
tells how merchants in 
his town of 3600 popula- 
tion draw trade from 
trade area of 25,000 de- 
spite paved roads to a 
city of 50,000, only 22 


miles away. 


monthly checks, and decides how 
weather conditions, side roads, and 
farm work will affect each suggested 
event or date. (Waverly is a county 
seat town of 3,600 population, the 
largest town in a_ dairy-and-hog- 
farming community of 25,000 popu- 
lation, with a city of 50,000 persons 
only 22 miles distant over two paved 
roads.) 


Choose Good Names 


The names, too, are important, 
aside from the kind of stunts chosen. 
The name of each event should be 
easy to say and to remember. “Dol- 
lar Day” is a good example—prob- 
ably a great share of its consistent 
success has been due to its “catchy” 
name. We found that the “88-cent- 
day” variation had much less pulling 
power. (Naturally, when events 
prove unsuccessful because of weath- 
er or other factors, it is usually ad- 
visable to avoid using the same name 
for a season or so.) Lengthy, in- 
volved or dull names are a hin- 
drance. The name should be such 
that people will say: “Well, I see 
Waverly is holding a Dollar Day 
Friday,” rather than: “So Waverly 
is holding some kind of a stunt again 
this week.” 

The number of days in the “stunt” 
can be left entirely to local customs 
and conditions. Many cities prefer 
one day only; we have ordinarily 


used two (Friday and Saturday) to 
spread the rush and to make certain 
that rural buyers could get in; three 
days is probably the limit for any 
single “stunt” because it is difficult 
to make advertising “carry” beyond 
that period. 

How many stunts shall be held 
each year? ‘Tastes and needs vary. 
Two a year should be an absolute 
minimum. If merchants approve, 
the number can be increased to six, 
or perhaps even to seven or eight. 
Holding more than that number gives 
the impression that your city is con- 
tinuously “stunting”; buyers begin 
to say to themselves: “We’ll wait for 
the next sale-day, and then we may 
be able to get it as a special. (In 
Waverly, in 1934, we plan six 
“stunts,” including two Dollar Days. 
There will, in addition, be some form 
of crowd-getting event or events at 
Christmas, but there will be no group 
advertising or special prices, mer- 
chants feeling that at that time they 
should be able to sell merchandise 
at their usual mark-up.) 

When the list of events is com- 
pleted, it is submitted for approval 
at a meeting of the merchants’ asso- 
ciation. Such action makes sure that 
each merchant has a chance to ex- 
press his opinion of the events, and 
that no one feels that something has 
been “slipped over.” Usually, how- 
ever, the suggested list goes through 
with only minor changes. The fuss 
of selecting the events from among 
ideas advanced at the meeting is 
avoided, and at the same time new 
ideas can be received. The list, once 
approved, is printed on small cards 
and distributed to members for their 
year-round use in planning for the 
various events. 

The first phase of the merchants’ 
association’s preparation for the 
stunt itself calls for emphasis on 
proper buying. Where it is possible, 
a committee of merchants, or several 
small committees, should go out from 
three to five weeks before the event 
to remind merchants of the stunt and 
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eep Retail Trade in Town 


to urge them to shape their stocks 
for it. Special purchases of the prop- 
er type items can be urged. If mer- 
chants find it impossible or inadvis- 
able to do this “reminder” work, the 
secretary of the association should 
send out a card or a letter with the 
same message. 

The next step, the publicity to be 
given the event, is a matter about 
which the merchants should be con- 
cerned as much as is the newspaper. 

Why? Because the public judges 
the stunt by the advertising. Readers 
notice any weaknesses; if some stores 
run no copy, if the ads are very 


a 


if 


A boxing exhibition filled the street of Waverly, Iowa, from curb to curb on a window shopping night. 


APRIL 26, 1934 





















much smaller than the average for 
events of that kind, or if the items 
listed in advertising are only aver- 
age. 

Under such conditions, they may 
not even trouble themselves to come. 
As every merchant knows, the day is 
past when the mere shouting of “re- 
markable values—unbelievably low 
prices” will bring in the buyers. 

For those reasons, the advertising 
of the stunt may be considered really 
important in the success of the event. 
The advertising committee or some 
other merchants’ group may be able 
to go out to urge merchants to use 
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care in preparing their ads and to 
use adequate space, inipressing on 
them that such action will be a great 
help in putting on a “united front” 
for the stunt. 

Next, how shall the event be adver- 
tised ? 

Newspaper special editions and 
circulars are the two most powerful 
methods available in the average 
town. They may be used separately, 
or in combination. 

The combination plan has been 
most commonly used in Waverly, 
with special editions the rule on 
other occasions. (Newspapers here 
have continually made the point that 
their very publication week after 
week advertises Waverly to the bene- 
fit of both advertisers and non-adver- 
tisers, and that the newspapers 
should, in fairness, aside from other 
reasons, be allowed to do the adver- 
tising of special sales events. In 
other cities, of course, special condi- 
tions may alter the case. ) 

Complete coverage of every home 
in the trade area is very valuable for 
sales events, even though it is diff- 
cult to obtain. Newspaper circula- 
tions reach the majority of homes, 
but naturally do not cover all of 
them. 


For the Smaller Cities 


Although the Waverly solution 
may be of no great value to retailers 
in cities of over 10,000 persons, it is 
given here for the benefit of mer- 
chants in those smaller cities: Sup- 
pose the newspaper has a circulation 
of 78 copies in a trade area town of 
500 population (probably 125 to 135 
homes) where we wish total cover- 
age. From some resident of that town 
we obtain a complete list of names of 
families. This is checked against the 
subscription list, and on_ special 
events we send a “circular” to the 
non-subscribers. (As an alternative 
plan, the correct number of circulars 
addressed to “boxholder” can be 
sent to the postmaster with the re- 
quest that he place them in the boxes 
of persons not receiving the special 
edition.) Either of the two plans 
can also be followed on rural routes. 
In towns or on routes which should 
be covered but where the newspaper 
circulation is small, the towns are 
blanketed by house-to-house peddling 
and the routes by complete “box- 
holder” mailings. 

The supplementary circular men- 
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tioned above is usually printed after 
the special edition of the paper is 
completed. Advertising in the news- 
paper runs at the regular space rate. 
Practically all of the local advertis- 
ing (omitting the national, legals, 
and so on) is then lifted out and 
made up into the “circular,” in our 
case usually eight normal newspaper 
pages in size. The front page carries 
a great amount of “noisy” display 
advertising the event. The circular 
is usually delivered the morning of 
the day before the stunt opens. 

Because it is smaller and because 
the advertising has already been set 
up, the circular is somewhat less ex- 
pensive than the paper to produce. 
The rate varies, but we are usually 
able to give a total of 6,000 homes 
coverage at a column-inch rate of 
between 42 and 50 cents, the rate 
depending, in part, on the retailer’s 
usual volume of newspaper advertis- 
ing. 

Where two or more newspapers 
carry the advertising, the circular 
will usually be unnecessary or inad- 
visable, except perhaps for distant 
or “new” territory, and the newspa- 
pers alone can be depended on to do 
the job. 

Local custom varies as to when the 
event should be announced, and this 
also depends somewhat upon the fre- 
quency of newspaper publication; we 
usually plan upon an announcement 
from six to ten days in advance in 
order to give buyers an opportunity 
to prepare for the event. Even in 
these automobile days it is hard to 
force overnight changes in_ their 
plans, especially in rural districts. 


Oral Boosting 


Word-of-mouth plugging on the 
part of merchants and salespeople is 
also extremely valuable in the period 
before a stunt is put on. Whether 
or not it can be used effectively de- 
pends on the attitude of retailers and 
their control over the selling meth- 
ods of their clerks. 

Of course, advertising will bring 
the crowd in, but a very great deal 
can be done at the “point of sale” to 
convince them of city-wide coopera- 
tion in making the event a success 
and to help along the “mental mood” 
that makes them feel the stunt is “a 
good one.” 

Pennants or banners blazing out 
the name of the event in huge letters 
are practically necessary. Used in 


window displays and also inside the 
store, they make “lots of flash.” 

We print our own, varying the 
shape and the size (up to a standard 
newspaper page) so as to get a differ- 
ent appearance for each event. One 
uniform color of paper or assorted 
colors (and perhaps two-color print- 
ing) can be used. By including the 
dates of the event and perhaps the 
name “Waverly,” we get very “lo- 
calized” banners. When produced in 
quantities they cost little. 

We found that when pennants were 
sold direct to the merchants they 
tended to economize on them so that 
the effect was lost, and now the en- 
tire lot is paid for by the merchants’ 
association. On our distributing trip 
we give each merchant as many ban- 
ners as he asks for. 


Extra Attention 


The “attitude” of merchants and 
their employees on the stunt “days” 
is also important; if they are anxious 
to help buyers find what they want, 
if every one is cheerful, and if the 
extra help knows what it is sup- 
posed to do and where to find stock, 
so much the better. These more or 
less idealistic aims are entirely with- 
in the control of the individual mer- 
chant. Naturally, he also gets most 
of the benefit. 

What part should the hardware 
store play in such “community 
stunts”? Naturally, cooperation is 
desirable, but the type of cooperation 
can best be determined by the rela- 
tive weight which the hardware deal- 
er wishes to give to the two purposes 
behind the event: building store good 
will and traffic, and making profits 
for the day. 

For boosting store traffic, and for 
creating the impression that the store 
is an excellent place in which to 
make purchases in a wide variety of 
lines, low prices on several fast- 
moving popular-appeal general-de- 
mand items should be emphasized, 
and seasonal factors should be con- 
sidered. 

Standard prices on many other 
lines of merchandise suitable for the 
season should provide the “profit” 
angle for the stunt. Special displays 
in the windows and inside the store 
should feature both the leader and 
the profit items. 

Special tie-in plans for increasing 
store traffic on “stunt” days are to 
be considered in a later article. 


HARDWARE AGE 


nside the 
flash.” 

ying the 
standard 
a differ- 
nt. One 
assorted 
or print- 
ding the 
haps the 
ery “lo- 
duced in 


nts were 
nts they 
1 so that 
the en- 
srchants’ 
ting trip 
inv ban- 


nts and 
“days” 
anxious 
‘y want, 
1 if the 
is sup- 
d stock, 
more or 
ly with- 
jal mer- 
‘ts most 


irdware 
umunity 
ition is 
eration 
1e rela- 
re deal- 
ur poses 
re good 
profits 


and for 
1e store 
lich to 
‘iety of 
1 fast- 
ral-de- 
jasized, 
ye Con- 


other 
for the 
profit” 
isplays 
e store 
pr and 


easing 
are to 
e. 


AGE 


A Town Hears Itself Analyzed 


N the Dec. 7, 1933, issue of the 

HarpwareE AcE, I wrote about 

an address that was given at the 
Rotary Club in a suburban town 
some twenty-five miles from New 
York City. This address was extem- 
poraneous. I wrote up the part | 
mentioned in that issue from mem- 
ory. The subject seems to have ex- 
cited a good deal of interest, because 
I received a number of letters and 
clippings from the press in which 
this article was commented on. | 
just touched on this address in my 
article called “Friendliness —- A 
Town’s Greatest Asset.” The man 
who gave this address before the Ro- 
tary Club is a well-known business 
man, noted for the keenness of his 
analyses of business propositions. 
which, as a matter of fact, is his oc- 
cupation. He is employed by a 
number of leading corporations to 
gather facts in regard to their busi- 
ness, and then present his deductions 
in the form of a report. For these 
reports he is accustomed to receive 
very large fees. Having been invited 
by the Rotary Club of this town to 
speak at one of their weekly lunch- 
eons, just for amusement he analyzed 
this village, just as he would analyze 
the condition and statement of a 
corporation. Probably a good many 
other villages in the United States 
would like to have an analysis of this 
kind. Their inhabitants would learn 
a good many things about their vil- 
lage and be given ideas that had 
never occurred to them before. At 
least, in this particular village the 
members of the Rotary Club were 
very much surprised at what they 
heard. While they had lived in this 
village for years, some of them all 
their lives, the village was presented 
to them in a light that was entirely 
new. 

As I happen to know the gentleman 
who made this address very well, I 
told him I thought he would be doing 
quite a public service if he would 
dictate notes covering his address to 
the Rotary Club and give me these 
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By SAUNDERS NORVELL 


notes as the basis for an article. As 
busy men always seem to have time 
to do everything, he recently gave 
me these notes, and so I am repro- 
ducing this speech. 

The main point I wish to empha- 
size is that this address on their home 
town was something that these Ro- 
tarians did not expect. Our speaker 
told them they should do some things 
that had never occurred to them, and 
he advised them not to do other 
things they had been systematically 
doing. He gave logical reasons for 
his suggestions and for his warnings, 
and as a large part of the population 
of this country and the readers of 
HARDWARE AGE live in small towns. 
especially small towns in the vicinity 
of large cities, I believe this address, 
in full, will be read with interest 

Our speaker divided his talk into 
three parts: First, a description of 
the town, its advantages and disad- 
vantages: next, the things that should 
be done to develop the town. and, 
last, how to do these things. 

“This town,” said the speaker, “is 
peculiar in many respects. First, it 
is situated within 25 miles of New 
York City. It can be reached from 
Grand Central station, the center of 
New York City, by express trains, 
in thirty minutes. It is on the main 
line of the New York, New Haven 
and Hartford Railroad (electric 
trains, no smoke), with passenger 
trains about every hour. There are 
also bus lines and suburban electric 
trolley service. The town is located 
in the richest county in the United 
States. Income taxes paid in this one 
county are more than those paid in 
thirteen States. Your climate is the 
best in the world, with enough 
change of temperature to make it in- 
teresting. It is an ideal place in 
which to grow flowers and lawns. 
There are an unusual number of va- 
rious kinds of birds. The country is 
somewhat rough with outcropping 
rocks, which makes it picturesque. 


“The town faces Long Island 
Sound, and it has a fine harbor, with 
splendid boating, and, in certain sea- 
sons, good fishing. 

“So much has nature done for this 
town in which you live. Now, what 
has man done? You have fine 
churches in several denominations, 
magnificent public schools, a public 
library well stocked with books, an 
up-to-date City Hall, a first-class fire 
department with modern equipment, 
several of the best golf clubs in the 
country, and a good police force, on 
bicycles. You have plenty of pure 
water, with high pressure, and an ex- 
cellent sewerage system. Residences 
are very attractive, but not palatial. 
There are no great show places 
There are comparatively few million- 
aires living in your town. The busi- 
ness part of the town is along the 
Boston Post Road, and near the rail- 
road station, and is entirely separate 
and distinct from the residential por- 
tion. There are plenty of good 
shops, realtors, doctors and lawyers. 

“So far, | have given you, briefly, 
a picture of your town. Few spots 
in the world have as many natural 
advantages. You can leave your of- 
fice in the center of New York City 
and in 45 minutes be sitting on your 
own porch surrounded by handsome 
trees, beautiful lawns, flowers, and 
possibly facing the Sound. Travel- 
ers who have heen all over the world 
state that they never saw a more 
beautiful place for a man with com- 
paratively moderate means, who has 
to work for a living, to settle down 
with his family. 

“Now here are some odd things 
about your town that probably you 
never thought of. Notwithstanding 
your harbor and several miles of 
waterfront, there is not any form of 
business activity on this waterfront. 
No coal sheds, no gasoline boats; in 
fact, nothing whatever of a commer- 
cial nature. This is very unusual. 
On almost every waterfront in all the 
villages between New York and Bos- 
ton there are ugly coal dumps and 
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other commercial structures that 
spoil the view and pollute the water. 

“Gentlemen, if you are wise, you 
will never bring anything of the kind 
to your town. Notwithstanding the 
fact that you are such a short dis- 
tance from New York, with such ex- 
cellent train service, you have no 
public bathing beach. The crowds 
do not come from New York to bathe 
here because there is no place for 
them to bathe. Therefore, on Sun- 
days and holidays the crowds from 
New York never bother the residents. 
On the other hand, there are several 
excellent private bathing beaches 
where residents can obtain annual 
family memberships for a reasonable 
sum. There is a beautiful park fac- 
ing the waterfront where people can 
sit, dream and relax, as they watch 
the sailboats and steamers on the 
Sound. 

“There are two yacht clubs in your 
town, and almost every day through- 
out the summer there are regattas. 
At one of the yacht clubs, in the win- 
ter time, there is trap shooting. 

“Now stop and think of a village 
such as this entirely free from com- 
mercialism of every nature. In addi- 
tion to all these advantages, you have 
a friendly, democratic population. 
There are few millionaires and, on 
the other hand, few of the poor ele- 
ment. 

“Such, my friends, is the picture 
of this ideal spot where it is your 
good fortune to live. Of course, as 
Rotarians, you wish to help each 
other, and you wish to help the town 
where you live. The first idea that 
usually comes to the mind of the 
average man, to develop a town, is 
to increase the population. — In- 
creased population makes for more 
business, and the business men of 
the town live and prosper on this 
business. But when you consider in- 
creased population, stop and think of 
the kind of population you want. If 
you bring more doctors to the town 
they must become competitors of the 
present efficient and sufficient med- 
ical men in your town. You don’t 
You don’t need 
hardware 


need more doctors. 
more lawyers, realtors, 
stores, drug stores, or grocery stores. 
You have plenty of storekeepers and 
professional men to supply all the 
needs of the present population. 
Therefore, gentlemen, this is the class 
of population you should not seek. 


“What you do need, however, is to 
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increase your population of people 
who do not expect to earn money in 
the town, but, because they have 
their homes here, will spend money 
in the town. An increased popula- 
tion of this kind will lead to in- 
creased business for all of the busi- 
ness and professional people living 
here, without increasing the compe- 
tition. This increased business natu- 
rally will lead to increased profits, 
and increased profits should lead to 
better store buildings, better inven- 
tories, and better service. These in- 
creased profits should also lead to 
more house painting, the building of 
better homes, etc. So, according to 
my analysis, what you want, in or- 
der to develop your town, is in- 
creased purchasing power, without 
an increased number of stores. What 
you need is less competition and 
more volume, resulting, without in- 
creasing prices, in a better profit for 
those serving your community.” 

“Of course,” continued the speak- 
er, “while these ideas may seem 
somewhat unusual, do you not think 
they are logical? Doesn’t this same 
situation, in varying degrees, accord- 
ing to circumstances, exist in thou- 
sands of small towns in the vicinity 
of large cities?” 

Then the speaker continued his 
argument in a most surprising man- 
ner. He said: “The most valuable 
citizen in a community, from the 
standpoint of profit, is the man who 
comes there, buys a home, raises a 
family there, but earns his living in 
the nearby large city. From the city 
he gathers his income. Then he takes 
the larger part of this income, brings 
it to his home town, and spends it 
there. Let me illustrate these re- 
marks with a specific instance. 

“Some eighteen years ago a fairly 
well-to-do man who had a home in 
New York City, while on a motor 
trip, happened to drive along the 
waterfront of this town. This man 
had been in almost all the beauty 
spots of the world. He was immedi- 
ately impressed by the surroundings. 
To make a long story short, he 
bought a boat, and joined the yacht 
club. He loved boating. For the 
first year, he spent all of his week- 
ends on his boat. He brought the 
whole family along. They put on 
bathing suits Friday night and didn’t 
take them off until Monday morning. 
There was plenty of sunshine and 
fresh air. Everybody on this boat 


worked. Each member of the family 
had his duties assigned to him. What 
could be more delightful? Through 
this yacht club this man met many 
of the people of the town and found 
them to be very friendly. What 
next? He decided to buy a summer 
home in the town. It was his idea 
to live in New York in the winter 
time, and out there in the summer 
time. He soon found that he pre- 
ferred the country place to the town 
apartment. The family remained out 
in the country longer and longer. 
Then he said: ‘Let’s try it out here 
for the winter.’ That winter was a 
great success. Then they decided to 
give up the New York apartment and 
live all the year round in the village. 
They are still living here. They have 
become part of your community. 

“Now let us look at the financial 
side of this typical case and see just 
what the community has received 
from this one accidental visitor. He 
has lived here for 18 years. In this 
time his average family expenses 
have been $20,000 a year, aggregat- 
ing $360,000 for the 18 years. His 
house cost him $75,000. With the 
cost of his boats, clubs, golf, etc., I 
think we can figure that this man 
has spent more than $500,000 in this 
community during the time he has 
lived here. 

“Just stop and consider this! If 
you could secure ten more men like 
this one, to come here, build or buy 
a home, and settle down, just these 
few additional citizens in the same 
period of time would spend in your 
village the neat sum of $5,000,000. 
And if you were lucky enough to at- 
tract 100 men of this type, in this 


same period they would spend $50,- 


000,000. Now, suppose, to be safe, 
you cut the expenditures in half. 
Naturally, it would be somewhat 
easier to get 100 men who would 
spend $10,000 a year than the same 
number who would spend $20,000. 
One hundred men at $10,000 a year 
means increasing the actual volume 
of business done in your community 
by the neat sum of $1,000,000 per 
annum, without any increase of the 
present business and_ professional 
men serving the community at the 
present time. Also, these men and 
their families would help the social 
life of the town. Their contributions 
to the common fund would reduce 
taxes. Their tax payments would 
(Continued on page 62) 
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Just Among Ourselves 


locksmiths have sponsored legis- 

lation intended to govern the 
making of keys. The declared pur- 
pose of such activity is to provide 
greater protection to the public, 
through a licensing system. This 
would obligate key-makers to assume 
specific responsibility when replac- 
ing lost keys, if a sample were not 
available for duplicating. In other 
words, the fitting of a key to lock. 
It would also prohibit key makers 
from altering the mechanism of the 
lock, reducing numbers of active 
tumblers, etc. The plan includes a 
registry of such jobs, available at all 
times to the police. To acquire a 
license would involve evidence of 
integrity and responsibility. 


[ several major cities, organized 
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This activity has usually met with 
hardware trade opposition, particu- 
larly the registration requirements. 
Hardware men do not oppose the 
“protection to the public” aspect but 
believe registration could easily lead 
to corruption of employees through 
bribes from organized gangsters. If, 
as the locksmiths claim, such legis- 
lation will eliminate key making at 
ruinous prices by itinerant and other 
irresponsible persons, there is basic 
merit in the program. Locksmiths 
state, very positively, that their legis- 
lative program is not aimed against 
reputable hardware dealers and ex- 
press regret that their efforts have not 
had hardware trade support. I think 
they are sincere. However, the hard- 
ware trade would be more inclined 
to accept such claims, if locksmiths 
sought hardware trade support in the 
preliminary stages of locksmith 
ordinances instead of waiting until 
such bills are passed or about to be 
passed. 

—HA 

HERE is much in the locksmiths’ 
legislative activity which sug- 
gests an effort to build a fence around 
the key and lock business for the ex- 
clusive profit of the locksmiths. This 
is similar to sanitary codes promoted 
by plumbers and building codes 
sponsored by electricians who have, 
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By CHARLES J. HEALE 


Editor, Hardware Age 


through local ordinances, cornered an 
important part of the supply busi- 
ness incident to their respective 
trades. And in all such efforts, some 
definite public benefit is claimed, and 
in part, properly so. That is why 
such ordinances have been success- 
fully promoted. 

HA 








Reputable hardware merchants 
will favor all kinds of control de- 
signed in the public interest. But 
they are justified in protesting all 
“public protection” measures which 
are too broad or which include “rid- 
ers” or “jokers” which discriminate 
against legitimate hardware sales op- 
portunities. 

HA —— 





F even more serious importance 

is the proposed Copeland Fire- 
arms Control Bill (S. 2258). In an 
effort to curb crime and the use of 
machine guns by gangsters, this bill 
goes too far. It threatens the legiti- 
mate sale of sporting arms. It re- 
quires an elaborate registration of 
all firearms sales and is sufficiently 
complicated to discourage normal 
and proper distribution of sporting 
arms. Here again, the hardware trade 
offers no protest to the obvious “pub- 
lic protection” impulse behind the 
measure, but should — strenuously 
object to the bill in its present form 
on the grounds that it hamstrings a 
legitimate and profitable volume line 
which is in the public interest also. 
The best information I can get from 
Washington is that ample protest has 
been registered against this measure 
to assure some modifications. At the 
same time, never assume a Washing- 
ton battle is won. Write or wire 
your Senators at once and protest 
against the Copeland Bill in its pres- 
ent form. In your protest, express 
your sympathy with the crime con- 
trol objective but point out that the 
bill goes too far and is not in the 
interests of the great sporting public 
nor the distribution factors interested 


in only the legitimate sale of fire- 
arms for pleasure purposes. 
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With much regret, I learn that A. 
D. Whiteside has resigned as di- 
visional administrator in the NRA. 
He was peculiarly well fitted for the 
strenuous, nerve wracking work of 
code making. His judicial talent for 
harmonizing controversial situations 
fairly and intelligently impressed 
many code committees. His splendid 
work on the basic retail and basic 
wholesale codes marked him as one 
of the few NRA officials, who, from 
the very start had a sympathetic un- 
derstanding of both the employer’s 
and employee’s problems. He recog- 
nized the urgency of eliminating cut- 
throat competition through adequate 
“stop loss” clauses that really had 
some teeth. It was no fault of his 
that such clauses were weakened in 
their final form. With his back- 
ground, as president of Duns & 
Bradstreets, Inc., Mr. Whiteside had 
the advantage of knowing the profit 
and loss stories of all kinds of busi- 
ness. He knew the facts and was 
not stampeded by eloquence nor mere 
theories. He was unusually patient, 
yet outspoken and never lost his com- 
fortable sense of humor, even under 
many trying circumstances. Busi- 
ness needed A. D. Whiteside in NRA 


and will miss him. 








HA 


T is encouraging to know that 
Harry O. King, formerly a deputy 
administrator, will succeed Mr. White- 
side as divisional administrator. The 
wholesalers and retailers do not 
know Mr. King very well, but hard- 
ware manufacturers do know him and 
speak highly of his code work. At 
the recent Chicago joint convention 
of wholesalers and manufacturers 
(See H. A., Oct. 26. 1933), Mr. King 
impressed everyone most favorably. 
He too has the rare skill of being 
patient yet positive and will be popu- 
lar with distribution group code com- 
mittees when they know him as well 
as they knew his predecessor. 
(Continued on page 33) 
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Schlafer Hardware Co., Appleton, Wis. 
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Find Your 
Turning Point 


By MURRAY C. FRENCH 








graphically in Chart B. Here we the principle they illustrate is 
, see that if his volume drops to true as gospel. 
An Idea Well $2,000 instead of $3,000, his ex- What is this “turning point?” 
W orth Thought penses may not fall as much as Just another name for that mys- 
$50. Conversely, if he raises his terious term “balanced budget,” 
volume to $4,000 instead of the spot where income balances 
$3,000, his expenses may not in- outgo, where losses stop and 
FTER a hardware store has crease as much as $50. Of course profits begin. 
A become a “going con- the expense variations quoted here What to do about it? Well, in 
cern,” its proprietor can do not pretend to be exact, but this particular case, if our hard- 
estimate pretty well what his ex- 
penses and his volume will be for 
the next few months. But of the 
two, expenses are considerably How much monthly volume (on 30 per cent gross margin) will support 
more certain than volume. $900 monthly expenses? 
Suppose, for instance, a certain 3000 
hardware dealer finds his ex- 30) 900 Answer, $3,000 


penses are likely to be $900 a 
month. How much volume, then, 
must he do to pay those expenses? Why? See Chart B 

The answer depends primarily 
on how much his gross margin is. 


Almost the entire gross margin on volume above $3,000 becomes net profit. 




























































































Suppose he knows from past ex- — 
perience it will probably be 30 
per cent of his sales (after depre- 
ciation, of course). To find how MONTHLY VOLUME 
much his sales must be, he divides $1500 $2000 $2500 $3000 $3500 $4000 $4500 
30 per cent into $900. The answer $1200 
is $3,000, the required monthly n 
volume. See Chart A. a $1100 
So $3,000 monthly volume be- z 
comes his “turning point.” If he £1 $1000 
does less, he will show a loss. If x S 
he does more than $3,000, prac- $ 900 —;— EXPE poe 
tically all of the gross margin on Pere we ; 
the excess he caus net = $ 800 — pisses \ 
profit. S$ 700 — ee al 
Why? Because expenses have a = _ 
habit of becoming “fixed,” as we $ 600 \ 
have all discovered lately. The = 
rent comes round regardless. The CtuRNING POINT ) 
boys line up for their pay Satur- 
day night no matter what. Interest, As volume varies, expenses increase or decrease 
taxes, insurance, fixture deprecia- also, but at a lower rate. With $900 expenses, 
tion, heat and light, all go right $3000 becomes the "turning point," the volume 
en with Male relation to whether at which losses stop and profits begin. 
the customers come in or stay out. With less volume expenses decrease only slightly; 
The point is this: Expenses vary with more volume they increase very little. 
with volume, but at a much lower 
rate of variation. This is shown CHART B 
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ware man decides he probably 
cannot do $3,000 next month, he 
knows immediately he must cut 
his $3,000 expenses right now or 
else suffer a loss the following 
month. Knowing beforehand, 
that’s the whole purpose of bud- 
geting. 

He knows too that if he can 
speed things up so his $3,000 
“turning point” will be reached 
by the twenty-third of the month, 
then almost the entire gross mar- 
gin on the sales for the rest of the 
month will be net profit. Nothing 
very mysterious about that, is 
there? 


But getting back to expenses, 
advertising is one expense that is 
not “fixed,” but varies more di- 
rectly with the volume, for if in- 
creased advertising does not re- 
sult in added volume, there is 
certainly something wrong with 
the advertising. 


Carrying The Idea 
Further 


So let’s carry the idea further. 
Suppose this hardware man 
spends “normally” 2 per cent of 
his sales for advertising. -On his 
$3,000 monthly volume he would 
spend “normally” $60 for adver- 
ising. 

If, however, he can, through an 
increase in advertising, produce 
volume beyond that $3,000 mark, 
he is thoroughly justified in 
spending, to get that extra vol- 
ume, far in excess of his normal 
2 per cent—provided this addi- 
tional volume is done with very 
little other added expense. 


There is an idea well worth 
much thought. But let no one 
carry it to extremes, for advertis- 
ing too has its “turning point,” 
beyond which additional expendi- 
tures do not justify themselves. 

Remember too that this volume 
beyond the “turning point” must 
carry a paying margin. Volume, 
in itself, never produced a penny 
of profit. No matter how figures 
may be juggled, all profit has its 
origin in just one place, the mar- 
gin between the cost and the sell- 
ing price. 
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Brooklyn Store Draws Traffic With Automaton 





More than 3000 people recently 
crowded into the hardware store of 
R. J. Atkinson, Brooklyn, N. Y., 
during a three-day demonstration of 
the Westinghouse mechanical man, 
Willie Vocalite. 

To provide this audience for 
Willie Vocalite, Mr. Atkinson made 
use of extensive news stories, adver- 
tisements and direct mail. 

This mechanical man smokes cig- 
arettes, sings, shoots off a_ pistol, 
stands up, salutes, sits down again 


and does other entertaining tricks 
when ordered to do so by the oper- 
ator. Commands are given Willie 
through an ordinary telephone trans- 
mitter, geared up to Willie’s me- 
chanical insides and a control mech- 
anism. 

Left to right in the picture are: 
H. A. Swendeman and Charles H. 
Collins, Westinghouse Electric Sup- 
ply Company, R. J. Atkinson, Willie 
Vocalite, C. L. Kirkpatrick, Vocal- 


ite’s operator, and S. H. Atkinson. 





Just Among Ourselves 


(Continued from page 29) 


ILLIAM LUDLUM, veteran 

hardware merchant of Mount 
Vernon, N. Y., is a hardware poet. 
His contributions have frequently ap- 
peared in HarpwarE Ace. His last 
published contribution appeared in 
our January 18, 1934, issue (page 
36). It was titled “Friend President” 
and has been reprinted by other 
papers. Copies of this issue of Harp- 
WARE AGE came to the attention of 
the President and Mrs. Roosevelt. 
The other day, Bill Ludlum proudly 
showed me letters of appreciation 
from both the President and Mrs. 
Roosevelt, from the White House. 


George W. Hubbard, hardware 
merchant of Flint, Mich., recently 
celebrated his ninetieth birthday. 
For 59 years he has been actively 
engaged in the retail hardware busi- 
ness under his own name. Aloys 
Bilz, hardware merchant of Spring 
Lake, Mich., is 93 years old and has 
been in the business 58 years. The 
Michigan Tradesman declares these 
two veterans the oldest and second 
oldest hardware merchants in Michi- 
gan, for number of years active in 
the business, and further, challenges 
the rest of the country to meet this 
record or beat it. Who knows of 
veterans with a longer record. 
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How Champion Built 
A $20,000 Seed Business 








CONSISTENT. _ season - after- 
A season drive for bulk garden 
seed business has built up an 
annual seed sales volume of $20,000 
for Champion’s Hardware Store, 
Millville, N. J. In recent years, a ton 
of radish seed and proportionate 
amounts of other vegetable seed 
have been required to satisfy seasonal 
demands. About five years ago Mill- 
ville, which has a population of 15,- 
000, started to become a truck gar- 
dening center. Although Champion’s, 
since its founding in 1893, had 
always handled seeds, they had been 
treated more or less as a side line. In 
1929, when truck gardening began 
to flourish in the section, W. G. 
Champion, son of the founder and 
present owner, began a steady drive 
for more seed business. 

Mr. Champion was not solely in- 
fluenced by the growing trend toward 
truck gardening in the vicinity. He 
reasoned that seeds must be pur- 
chased each season, in good times 
and bad, in about the same quanti- 
ties. In other words, seed business 
could be depended upon year after 
year and, he concluded, the sales ef- 
fort given to seeds would be more 
productive of lasting benefits than if 


34 


Millville, N. J.. hardware 
store finds the seed line 
steady and smartly mov- 


ing merchandise that 
gives profit and volume 


put into certain other lines that 
moved less frequently. 

Mr. Champion began his drive for 
more seed business by becoming 
even more familiar with the market 
he wished to serve to better advan- 
tage. Calls were made on most of 
the truck gardeners in the surround- 
ing territory and their recommenda- 
tions as to varieties desired, etc.. 
were invited and carefully consid- 
ered before the seed stock was en- 
larged. Similar calls are still regu- 
larly made by Mr. Champion, who 
visits with the gardeners in their 
fields from the time they begin to 
till the soil until the crop is “made.” 
Much good has been accomplished 
through such calls. The needs of the 
gardeners are learned at first hand. 
Prospects are discovered and can be 
cultivated most effectively. The good 
will resulting from the firm’s in- 
terest in them and their crops is also 
a big asset. 

Through these visits, and from 


Champion’s of Millville, N. J., found 


this airplane a good advertising medium. 


many other sources of reliable in- 
formation, Mr. Champion has become 
an authority on seeds. He knows 
what varieties are best adapted for 
commercial growing, how to combat 
insect pests and plant diseases, how 
high a specified variety of vegetable 
will grow, the size and quantity of 
the fruit, the best methods of cul- 
ture, whether it is early or late, and 
many other facts, that are a distinct 
aid in serving seed buyers intelli- 
gently. It is Mr. Champion’s obser- 
vation that the merchant must know 
seeds thoroughly before he will be 
abie to achieve real success with the 
line. 

The firm makes it a practice to 
buy the most dependable seed the 
market affords, and this policy has 
paid big dividends, as growers feel 
they have a dependable local source 
of supply. The quantities required 
are so carefully estimated that the 
vaiue of seeds carried over from the 
preceding season rarely exceeds 
$500, and before these “carry-over” 
seeds are offered for sale they are 
thoroughly tested for germination in 
the store’s own germinator. 

Having gained the confidence of 
growers, the firm says that many gar- 
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deners simply give instructions to 
“duplicate last year’s: order.” The 
average truck gardener’s seed order 
totals from $40 to $70, and an oc- 
casional order runs as high as $300. 
Champion’s bulk seed stock includes 
38 kinds of vegetable seeds in some 
194. varieties. The active stock, for 
the most part, is carried on the sales 
floor in large sized garbage cans, 
each of which bears a uniform card 
identifying the variety, price, etc. 
Surplus stocks are carried in a 
nearby warehouse, where they are 
given adequate protection against 
rodents and vermin. 

In advertising seeds, Mr. Cham- 
pion has a flair for the unusual. Last 
season, just at the time fields were 
being prepared for planting he used 
an airplane quite effectively. Through 
an aviator friend, he arranged to 
charter a plane at a cost of $50 for 
20 hr. flying time. This was with the 
understanding that Mr. Champion 
would bear the expense of having the 
plane repainted, with advertising 
messages on the underneath wing 
surface and along each side of the 
fuselage. Mr. Champion with the 
pilot made about 12 fairly exten- 
sive flights over the countryside, fly- 
ing and circling over fields being 
plowed at a low enough altitude that 


the signs on the plane were easily 
legible. This stunt proved to be a 
most effective reminder. In addition, 
it was the means of locating a num- 
ber of new prospects. From the air, 
it was noted that a number of dis- 
tricts were thickly wooded along the 
sides of main highways, while in 
back of these woods, in a number of 
cases, large truck gardens existed 
that had gone unnoticed on the fre- 
quent trips Mr. Champion had made 
through the territory in a car. 
Large circulars, 1214 x 15 in., and 
printed on both sides in red are also 
distributed by Champion’s with good 
effect. The circulars do not bear any 
illustrations, but simply list the 
seeds carried by the firm in their 
proper classifications, with prices 
quoted on three varying sized quan- 
tities. For example, “Stringless 
Green Pod,” Green Bush Beans are 
quoted at 20c. per lb.; $1.75 per 
peck, and $6.50 per bu., while “Ox- 
heart” Carrots are priced at 10c. 
an oz.; 35c. per 4 lb., and $1.00 per 
lb. Mr. Champion believes that the 
circulars are better for his purpose 
than the usual type of seed catalog 
as they are simpler, less expensive, 
and yet provide the information de- 
sired by most buyers. A map of the 
United States, marked to show the 





Bicycles Are Back Again 


over the country, there is a “Back 

to the bicycle” movement that is 
both real and potent. . . . 1933 saw a 
vast increase in bicycle popularity 
and sales. 1934 shows every indica- 
tion of producing an even larger 
crop of bicycle enthusiasts. “We are 
preparing for the biggest year of the 
industry,” says H. Clyde Brokaw, 
Shelby, Ohio, bicycle manufacturer. 

In St. Louis bicycling really never 
lost its popularity. Bicycle clubs in 
St. Louis have continued to be active 
since 1887. 

At Palm Beach, Miami Beach, and 
other Southern resorts this winter, 
bicycles have been very popular. It 
is both surprising and encouraging to 
see the throngs of people riding 
bicycles at the Southern vacation 
spots. Dealers and rental agencies 
alike are enjoying this newly profit- 
able business. That the beaches and 
resorts in the Northern states will 


ik cities, towns and villages all 
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“catch the spirit” and follow suit this 
summer is a foregone conclusion. 


Mie 


sections in which various kinds of 
seed are grown, has frequently been 
used as a background for Cham- 
pion’s window displays of seed, and 
has always attracted a great deal of 
attention. 

For packaging seeds, Champion’s 
prefers special seed envelopes of 
heavy manila paper imprinted with 
the firm’s advertisement. About 10 
sizes of envelopes are used. While 
these are somewhat more expensive 
than ordinary paper envelopes or 
bags, the small additional expense 
is thought to be justified by the good 
impression created by the special 
envelopes. For large quantities, spe- 
cial cloth bags, also imprinted, are 
used and these cloth bags are greatly 
cherished by the gardeners. Instead 
of hand labeling the envelopes, the 
store has prepared “Addressograph” 
stencils for all varieties of seed 
carried. A hand operated “Addresso- 
graph” machine and a rack contain- 
ing these special stencils occupy lo- 
cations next to the seed weighing 
scales. In less time than it would 
take to mark the envelopes in script 
the envelopes are neatly and legibly 
imprinted—a finishing touch, and 
another indication of why Cham- 
pion’s has been so successful with 
seeds. 


College towns also have gone in 
for bicycling. In one town, it is re- 
ported, a graduate student, hard 
pressed for cash, managed to accumu- 

(Continued on page 72) 
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This group of cyclists visited F. A. Walther, Bucyrus, Ohio, and were entertained 
by the hardware man 
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The Hardware Mans Place 
in the Small Appliance Business* 


By A. E. ALLEN 
Vice-President 


Westinghouse Elec. & Manufacturing Co. 


HE electrical merchandising 
business of the United States, 
depending upon what you con- 
sider electrical merchandise, runs 
somewhere between five hundred and 
seven hundred and fifty million dol- 
lars per year. Just a piece of small 
change. 

And yet some people think of it as 
an infant industry. Id call it a pretty 
sizable baby. 

Hardware stores do about 10 per 
cent of the business. Some people 
say 8 per cent—some say as much 
as 15 per cent. Let’s be both agree- 
able and conservative and call it 10 
per cent. Ten per cent of $500,000,- 
000 is $50,000,000. 

We're vitally interested in that 
fifty million dollar baby. The 
trouble is (as we see it) there are 
too darned many other fellows in- 
terested in it too. It makes the going 
a little tough for all of us. 

There are something like 10,000 
rated hardware dealers handling 
electrical appliances. That’s a lot of 
stores—and a whale of a lot of im- 
portant business men. Even though 
they represent only 10 per cent of 
the total volume of the electrical 
merchandising business, they can 
come near making or breaking the 
electrical merchandising business. 





*An address given recently at the 
Eagle Hardware Dealers’ Association 
Convention at Cleveland, Ohio. 
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A. E. ALLEN 


This subject I have, “The Hard- 
ware Man’s Place in the Small Ap- 
pliance Business,” is one that’s so 
logical that even though I’ve been 
back in the merchandise end of my 
company’s business for only a 
month, it’s a pleasure to discuss it. 

When I used to be in the appa- 
ratus end of the Westinghouse Com- 
pany trying to sell turbines and 
transformers and stokers (that was 
in the days before radio and elec- 
trical refrigerators), all of us in that 
end of the business used to think of 
the merchandise end of our company 
as the “pots and pans business.” In 
fact, since I’ve gone to Mansfield 
I’ve discovered that some of the 
major appliance “experts” down 
there still call it that. 

Tonight I’m rather glad to remem- 
ber that—because that’s one of the 
very good reasons why you're in the 


electrical business. And it’s one of 


the good reasons why we want to do 
more and more business with you. 
Men and women have been coming to 
your store for generations to buy pots 
and pans. And practically every 
small electrical appliance is a glori- 
fied, electrified pot or pan. 

The iron is an electrified sad iron. 
The old bread toasting fork first 
was remodeled to hold more than one 
slice, then adopted to the gas stove, 
and now is sitting on the edge of 
your breakfast table all done up in 
chromium plate with an electric wire 
running down to a convenience out- 
let. Somebody put a heating element 
in the upper and lower grids of a 
waffle iron, spent some real time and 
money in design, glorified it and 
beautified it, and you can sell it for 
$10 instead of $1. 

I wonder how many egg beaters 
some of the hardware stores sold. 
Women didn’t have muscle enough 
to do much with them, but make an 
electric motor turn the crank and 
you've got a mixer with attachments 
that will do just about everything 
in the kitchen. You can sell that for 
$35 and now you can sell a cabinet 
to go with it and the sale instead of 
being 50 cents is $50. It isn’t easy to 
multiply any sale by 100—nor do all 
mixer buyers purchase attachments 
and cabinets. But 350,000 women 
bought electric mixers in 1933, 
spending $6,125,000 for them. 

And the pots and pans store, the 
hardware store, ought to be selling 
a bigger percentage of them. 

1933 was still a depression year— 
and small appliance sales were not 
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quite up to par in some instances, 
but let’s see what the country bought 
last year: 


Number Value 
Clocks ........... 2,000,000 $12,000,000 
Fans — desk and 

bracket ae 599,000 3,434,100 
Flashlights 

ee os has 4,500,000 1,800,000 

Batteries ........115,000,000 9,200,000 
Heaters & radiators 69,825 373,640 
Heating pads 356,687 1,494,520 
Hot plates, stoves & 

Seas 164,545 411,155 
Irons ...... 2,230,080 8,594,304 
Mixers 350,000 6,125,000 
Percolators 

ee 119,106 999,964 

Gimss <.i5.5.... 126,897 784,227 
Toasters ee 831,786 4,991,593 
Waffle irons ... 447,345 2,013,052 


There’s a lot of business. 

Offhand you’d think at that rate 
that it wouldn’t be long before the 
market was so saturated with these 
small electrical appliances that 
there’d be nobody else to whom you 
could sell. 

Well, let’s see just what the satu- 
ration figure is on these appliances 
and how many families there are left 
to sell to. 


MARKET—SMALL APPLIANCES 


Estimated Number of Small Appliances in 
Use and the Number of Wired Homes 
Yet Unsold 


Percent- Number Number 
ageof ofHomes of Homes 
Product Saturation Using Without 


Clocks 37.9 7,532,500 12,311,224 
Heaters 18.0 3,580,623 16,263,101 
Heating pads 14.5 2,878,819 16,964,905 
Hot plates 12.9 2,569,954 17,273,770 
Trons 97.0 19,248,413 595,311 
Percolators... 31.8 6,316,403 13,527,321 
Toasters 46.0 9,129,963 10,713,761 
Waffle irons. 17.0 3,459,561 16,384,163 


Pretty low saturation except on 
irons, isn’t it. And even on irons 
where we’ve had almost that same 
percentage for years, people go right 
on buying a couple of million irons 
year after year to replace the old 
worn-out, obsolete models they 
bought years ago. 

But just a minute, here’s an alto- 
gether different angle to this satura- 
tion picture. 

Ten years ago, 1924, there were 
only 11,819,000 wired homes in this 
country. Today there are 19,843,- 


724. In 1924, 10,519,000 families 
were doing without electric toasters. 
Since then the industry has sold 
6,950,000 toasters. And today there 
are 10,713,761 families without 
toasters. We've sold a lot of toast- 
ers and a lot of them were replace- 
ments. But several millions of them 
went to homes that never had one 
before. And there are more fami- 
lies without them today than there 
were ten years ago. With an expand- 
ing industry, the electrified home, 
we have a double opportunity—the 
new sale opportunities are growing 
each year and the replacement mar- 
ket is growing faster and faster— 
nine million homes now using toast- 
ers wear them out or see new ones 
that do a better job. And the toast- 
er is only one small item out of the 
group that enjoy this same opportu- 
nity. 

Now, again, why should “The 
Hardware Men Have a Place In This 
Small Appliance Business?” 

The hardware dealer is a good 
dealer. By and large he’s a com- 
munity merchant. His credit is good 
—he’s in business year after year. 
Statistics show us that his mortality 
rate is low. 

At this point I would like to say 
that I think the way in which the 
hardware dealers in this country 
have appreciated the change in 
methods of selling and adopted up- 
to-date merchandising methods 
should be a real example to many 
other merchants, not excluding our 
electrical dealers. 


Impulse Purchases 


The hardware retailer deals 
largely in “impulse purchases” as 
compared to the furniture dealer 
where a man and woman plan their 
purchasé a long time before they go 
in and buy a new suite of furniture. 

A woman comes in to buy a new 
clothes line—she needs it now. Or 
her husband wants a pound of eight 
penny nails or a screwdriver or a 


padlock. The wash boiler springs 


Fifty Million Dollars in Electrical Ap- 
pliance business done by Hardware 
stores....A.E. Allen shows them why 
they can increase that percentage. 
Read his address to the Eagle Stores. 
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a leak and Mrs. Smith has to get a 
new one in a hurry or she wants 
some grass seed or Mr. Smith wants 
a can of paint. 

Electric refrigerators are planned 
purchases—but electric irons, toast- 
ers, lamps, and the other small ap- 
pliances are practically staples or 
impulse purchases. They’re right 
down your alley. 

There was a day when the hard- 
ware dealer was afraid of the ser- 
vice problem when he thought about 
selling electrical appliances. There 
is no service problem to the small 
appliance business. I think any 
hardware clerk in the country—no 
matter how green—can replace the 
element in the simpler appliances. 
Even a mixer is a simple gadget 
compared to a lawn mower. 

But the repair and replacement 
problem should have enough thought 
so that in selecting his products, the 
dealer chooses a manufacturer and 
distributor who will stay in business 
and can give him good service on 
parts. 

How much money does it take for 
a Hardware Man to Have A Place 
in the Small Appliance Business? 
No very much. 

Clocks, fans, heaters, flashlights, 
lamps, irons—go right on down the 
list. For a five or six hundred dollar 
investment, a hardware man can have 
a real stock of small appliances. It 
won't be big. But it will be clean 
and will be a lot more complete 
than most small retailers. 

How fast can he turn it? How 
much can he make? That’s in no- 
body’s hands but his own. It de- 
pendé altogether on whether he’s a 
storekeeper or a merchant—on 
whether he is willing to try to sell. 

The Hardware Man Has No Place 
in the Small Appliance Business if 
he is not willing to sell. I don’t 
mean that to sell small appliances 
he must have house-to-house crews. 
But he must educate himself and his 
clerks to the point where they know 
the features of a product and what 
it will do for the man or woman who 
buys it. They don’t need to know 
anything about the gage of the steel 
in the shell of an electric iron, but 
they should know that the beveled 
edge gets under buttons, the moulded 
rubber handle is easier on the hand 
and that the sloping handle mini- 
mizes fatigue. They should know 
that the adjustable automatic iron is 
safer than a non-automatic iron and 
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why; that a high-wattage iron heats 
up faster and “holds heat better,” 
as the women say, that it saves iron- 
ing time and why. None of these 
features or sales points are technical. 
They’re nothing more than any satis- 
fied user should know about the 
product she is using. And certainly 
the sales person should know that 
much. And here’s one of the rea- 
sons why the hardware man must 
know the selling story on electric 
appliances and must tell that story— 
must sell instead of just “waiting 
on.” 

I don’t like to say it, but there is 
a general feeling among electrical 
manufacturers that contrary to his 
policy on his regular hardware 
business, the hardware man is a price 
artist when it comes to electric ap- 
pliances. 

Gentlemen, that kind of an opera- 
tion won’t do for your type of store. 
That’s playing the other fellow’s 
game—the big chain operator. You 
can’t match him when it comes to 
price. A woman seeing an iron in 
your store at $3.95 and one in the 
other fellow’s place at $2.98 will 
buy the $2.98 every time. Why 
shouldn’t she unless you tell her 
all about the $3.95 iron—what it 
will do—how it’s different—w ho 
makes it—and so on. And while 
you're telling her that, it’s easy to 
tell her more (because there’s a lot 
more to tell) about a deluxe auto- 
matic iron and make a $6.95 sale 
instead of $3.95. And that kind of a 
sale will give you more profit—will 
put a better product to use—will 
give you a satisfied customer. 

You, above all merchants, must 
have satisfied customers. As com- 
pared to department stores drawing 
store traffic by the thousand from 
large areas, a great many hardware 
stores do almost all their business 
from old friends “just around the 
corner.” They come back again and 
again, year in and year out—you 
must keep them satisfied. You sell 
them hundreds of net items—re- 
placement parts on the old. 

There are some statistics available 
on community electrical dealers in- 
dicating that the average dealer does 
business with only about 250 fami- 
lies. I imagine that the community 
hardware retailer has a somewhat 
larger number of regular customers 
but he too has some kind of an 
average figure of these “satisfied 
customers” that are his bread and 
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butter. Even a small increase in 
this number of regular customers 
will mean a lot to such a store. Good 
selling with clerks that know how 
will help increase these regular cus- 
tomers. But good selling also in- 
cludes other things besides the story 
the clerk tells. It means good pro- 
motion as well—and that term “pro- 
motion” embraces everything imag- 
inable. It means a clean store—a 
well-lighted store. It means good 
displays—not only a better use of 
the displays that we and other man- 
ufacturers are glad to send to you free, 
but the use of some brain work in 
displaying related objects. For ex- 
ample, if it’s spring cleaning time 
and you are displaying soaps and 
brushes, the vacuum cleaner _be- 
longs there, too. When you’re show- 
ing cutlery and other kitchen gadgets, 
display toasters and percolators just 
as you'd talk toasters when a woman 
comes in to buy a bread knife or a 
percolator. 

Direct mail is another way to help 


increase that 250 or 300 families 
with whom you do business regu- 
larly. The other 200 you want, live 
in the same neighborhood; use the 
same things, go right past your store. 
So try to reach them—think about 
them—their problems and how your 
store and your goods will help them. 

But I’m getting into a story on ad- 
vertising which will turn out to be 
a sermon with a text that says, “Don’t 
Be A Dead Merchant.” Because if 
you are, you shouldn’t be in any 
business—not even the small appli- 
ance business. Be like the merchant 
in Dagenham, England, who, when 
he died, kept on doing his job. On 
his tombstone (and this is a true 
story) there was carved this epitaph: 


“Here lies John Steere, 

Who, when living, brewed good beer. 
Turn to the right, go down the hill, 
His son keeps up the business still.” 


Live and die like that merchant— 
and you will have had a real place 
in the small appliance business. 





Efficient Holder for Large Number 
of Shower Curtains 





SHOWER curtains in a hardware 
department in San Francisco are car 
ried on overhead sliding rods as shown 
in the accompanying photo. There are 
seventeen of these sliding holders, each 
carrying two or three curtains. As 


shown in the photo, the holders slide 
out for close inspection of the curtains. 
Electric lights placed back of overhead 
frosted glass give sufficient light so 
that the curtains attached to the rear 
of the holders can be easily seen. 
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National Retail Code Authority 
Interprets Its Assessment Plan 


(Washington Bureau of Hardware Age) 

HE National Retail Code Au- 
Pinos under which hardware 

retailers operate, has_ inter- 
preted its plan of assessment of 
membership dues to come within the 
Presidential order issued April 15 
authorizing National Recovery Ad- 
ministrator Hugh S. Johnson to ap- 
prove collection by code authorities 
of expenses of code administration 
from members of affected industries 
or trades. 

The assessment plan in the retail 
code, previously outlined in Harp- 
WARE AGE, provides that expenses of 
the National Retail Trade Council 
shall be equitably assessed and col- 
lected by the Council, subject to the 
approval of the Administrator. 

This system is considered to come 
within the executive order requiring 
NRA approval of budgets and assess- 
ments. Non-payment of an equitable 
distribution, by the executive order, 
will be held to be a code violation 
“subjecting the delinquent to with- 
drawal of all code benefits and loss 
of the Blue Eagle as well as to a 
suit which may be brought by the 
Code Authority.” 

Issued at the same time of the ex- 
ecutive order, was one promulgated 
by Administrator Johnson, supple- 
menting the former. The adminis- 
trator’s order defines the procedure 
under which rates and budgets will 
be approved. It emphasizes that em- 
ployers subject to several codes will, 
with certain exceptions, be assessed 
only for the support of one Code 
Authority—that representing their 
principal line of business. 

One of the exceptions would per- 
mit other Code Authorities to submit 
evidence to the Administration sup- 
porting contentions that such em- 
ployers may be subject to more than 
one assessment. No ruling on such 
applications by Code Authorities will 
be effective, however, in the so-called 
distributive and service trades and 
industries, which includes all retail 
stores, barber shops, etc., prior to 
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By L. W. MOFFETT 


Washington Representative, 
Hardware Age 


July 15. Before that date, it is ex- 
pected, a series of inter-code author- 
ity conferences will have ironed out 
many of the difficulties in that field. 

The Administrator’s order pre- 
scribes the form of notice which must 
be given by the Code Authorities be- 
fore any contributions become due 
and allows a 15-day period for pro- 
test against the assessment. The pro- 
test may be on the ground that the 
basis of the contribution as approved 
by the Administrator is unjust as 
applied to the particular employer 
or that the approved basis is not be- 


ing followed by the Code Authority. 


An employer who has received 
proper notice and who has not pro- 
tested within 15 days and who has 
not paid his contribution within 30 
days after receipt of the notice, will 
be in violaton of his code. 

Several hearings already have 
been held in some lines over the as- 
sessment plan. One of the high lights 
of the hearings has been protests of 
certain industries to assessment by 
code authorities of other industries 
where the question of overlapping 
was involved. There has also been 
a question raised as to the legality 
of the executive order itself. Those 
raising this point contend that it in 
effect provides for levying taxes, an 
authority which rests solely with 
Congress. 





General Johnson 
Cost Allowance, 


Fixes a 10% Labor 
Effective April 19 


So-Called “Loss Leaders” Banned 


Another angle of interest to the 
retail hardware trade is the order 
of General Johnson fixing a 10 per 
cent labor cost allowance. Effective 
April 19, the order is intended to 
support the provision of the retail 
code, which bans the use of so-called 
“loss leaders” as an unfair trade 
practice. The new order fixes the al- 
lowance for the store labor which 
must be included in the retail prices 
of merchandise, including hardware, 
sold under the retail code at 10 per 
cent of the cost to the merchant. 
Minimum allowances for labor costs 
in wholesale and retail food and 
grocery selling prices became effec- 
tive March 31. 

Under the retail code order “cost 
to the merchant” is defined as “the 
actual net delivered cost, less all dis- 
counts, or current replacement cost, 
whichever is lower.” The order re- 
quires that “the selling price of ar- 


ticles to the consumer shall include 
an allowance for actual wages of 
store’labor,” etc. Provision is made 
for stays of operation in the cases of 
individual retailers or groups of re- 
tailers who “shall upon application 
to the Administrator be given the op- 
portunity, after due public notice, 
to show cause why said allowance 
should be, as to any individual or 
group, higher or lower than the al- 
lowance fixed by this order.” 

The order is an upshot of conten- 
tions raised when the general retail 
code was up for hearing before for- 
mer Deputy Administrator White- 
side. Much discussion developed over 
permissible mark-ups over whole- 
sale costs and finally it was decided 
not to allow such mark-ups as has 
been proposed. 


Instead the labor cost pro- 
vision has been included in_ the 
order. 
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THE HOLDER IS MADE OF TWO SHIPPING |. 
TAGS AND A SHORT PIECE OF WIRE THRUST 
UNDER THE OUTER PART OF THE BALL-—IT 
6 HELD TO A CEILING BEAM WITH A THUMB- 
TACK AND IS EASY TO MOVE FROM PLACE To PLACE-+ 





YOU MAV HAVE THIS STOVE, MRS. 
































A CALIFORNIA DEALER BUILDS GOOD 
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JONES,TO DISPOSE OF INYOUR | fp NEW JERSEY STORE KEEPS SEPARATE BINS 
CHARITY WORK ~ OR RACKS FOR MERCHANDISE IN THE STOCK 


ROOM-TO KEEP AN ACCURATE CHECK ON 
THE SUPPLY OF STOCK ON HAND —WHEN A 
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A GARDEN BASKET— 6 ONE Wav OF PUSHING 
SMALL GARDEN Tools -BY PUTTING SEVERAL 
NECESSARY GARDENING TOOLS SUCH AS A 

TROWEL, WEEDER , SHEARS, ETC. IN A BRIGHTLY 
COLORED BASKET, WITH PERHAPS PACKETS OF SEEDS - | 
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THE WHOLE COULD BE OFFERED AS A GARDENERS SPECIAL 
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Young & Son Sold 5000 Electric Washers 
in 12 Years in Elmira, N. Y. Store 


OME demonstrations, house 
H to house canvassing, outside 
salesmen, advertising, win- 
dow displays and an ample stock of 
different models has enabled C. W. 
Young & Son, 106 Lake Street, El- 
mira, N. Y., retail hardware firm, to 
sell 5000 electric washing machines 
in twelve years. Home demonstra- 
tions have been found to be the most 
effective sales method and newspaper 
advertising is considered the com- 
pany’s best advertising bet for this 
line. 

Of electric washing machines in 
the hardware store W. E. Young, 
manager of the store, says: “We con- 
sider hardware stores, such as we 
operate, a good outlet for electric 
washing machines, as we carry other 
labor-saving appliances and one us- 
ually calls for another. For instance, 
when we sell an electric ironer or an 
electric refrigerator to a customer 
that customer will, if not already 


possessing a washer, buy one when 
the other appliance is paid for. 

“Usually we display fifteen or 
twenty washing machines in our show 
room and display them in our win- 
dow often. Originally Elmira and 
Chemung county were canvassed for 
leads but now most of our good leads 
come from washing machine users 
who recommend them to friends. We 
use a card system for our prospects 
and consider a lead good for about 
sixty days.” 

Mr. Young further states, “We 
have an outside force of four men, 
three of whom sell all electrical ap- 
pliances, as well as gas ranges and 
combinations while a fourth sells 
electric washing machines exclusive- 
ly. They also sell refrigerators, ra- 
dios, electric 
ranges.” 


electric ironers and 

The outside salesmen receive a 
commission of approximately ten per 
cent. Service work is handled by a 


member of the regular sales force. 

Although financing its own paper 
on appliances the Young store ad- 
vises connection with a good finance 
company. Electric washing machines 
are sold with a ten to fifteen per cent 
down payment and the balance in 
equal monthly payments on a year 
contract. Mr. Young has found that 
about two-thirds of his customers 
buying on deferred payment plans 
make their payments fairly prompt- 
ly, the balance having to be fol- 
lowed up. 

Repossessions of washing machines 
have run about four per cent and 
have been no great problem as they 
have been reconditioned and resold 
as demonstrator or reconditioned 
models. 

Aggressive salesmanship and the 
satisfaction of customers who have 
purchased washing machines from 
the store of C. W. Young & Son are 
the backbone of the fine sales record 
made on this line by the store. 
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Here in a semi-circle 
Youngs display dif- 
ferent models of 
their washing ma- 
chine line, making it 
easy to point out to 
prospective custom- 
ers ‘the features of 
each machine. An 
electric ironer in the 
center is used to 
show prospects the 
desirability of pos- 
sessing both units 
for the home laun- 
dry. Various models 
of ranges may be 
seen from the section 
devoted to laundry 
necessities. The large 
space given to appli- 
ances emphasizes the 
store’s labor saving 
devices. This appli- 
ance department dis- 
play plays a very im- 
portant part in the 
Young’ merchandis- 
ing activities. 
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WM. E. CAIN 


A recent Hardware Age 
study shows that mill supplies 
are a major line in some 1,086 
hardware establishments. More 
than a third of the nation’s 
hardware wholesalers’ carry a 
representative stock of mill 
supplies, and nearly three- 
fourths of the larger retail 
hardware firms are also prom- 
inent distributors of the line. 

Many readers will be keenly 
interested in this, the first of a 
series of three articles Secre- 
tary Cain will prepare for 
Hardware Age on the activities 
of the Joint Merchandising 
Committee of the Mill Supply 
Industry. In this article the 
author explains why the pro- 
gram was undertaken; how it 
was organized, and what it set 
out to accomplish. The term 
“user,” as here applied indi- 
cates the industrial plants, and 
other buyers of mill supplies. 


By WILLIAM E. CAIN 


Executive Secretary 
Joint Merchandising Committee 


Of The Mill Supply Industry 


OUR years ago, a nation-wide 
oo of mill supply distribu- 

tors, and manufacturers selling 
through distributors, joined together 
in recognizing the fact that certain 
uneconomic practices were retarding 
their progress, and that these should 
be corrected. It was agreed that ways 
and means must be determined to 
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Industry Program 
Demonstrates Worth 
in Distribution 

of Mill Supplies 


reduce the cost of distribution and 
to facilitate a better servicing of 


industry’s requirements in _ tools, 
equipment and supplies. 
Manufacturers had long com- 


plained that distributors did not real- 
ly sell their products; that they func- 
tioned as warehouses, and to some 
extent as bankers in a credit way; 
that they did not properly service 
the product after sales, and that they 
were not equipped with sufficiently 
trained salesmen on product appli- 
cations to adequately service consum- 
ers. It was evident that manufactur- 
ers must have their goods sold better 
and more extensively through dis- 
tributors. 

Distributors maintained that they 
did a better job of selling than any 
manufacturer possibly could for the 
same gross selling cost. They de- 
clared manufacturers were not care- 
ful enough in selecting distributors, 
and that they reduce the effectiveness 
of legitimate and economical dis- 
tribution by setting up improperly 
financed, inexperienced and  un- 
equipped so-called “Distributors.” 
They were sure that their men had 
closer contact with user problems 
than factory men, because of their 
frequent calls and close association. 
This same close contact was im- 
portant too, they said, from the credit 
viewpoint, and resulted in lower 
credit losses. Distributors further 
maintained that manufacturers up- 
set user-distributor relations with di- 
rect selling practices inequitable to 
and inconsistent with their distributor 
tie-ups. 


Distributors also felt that users 
did not make full use of their facili- 
ties—and thereby failed to gain the 
resulting maximum economic bene- 
fit. It was evident that many buyers 
attempted to make “good records” 
by purchasing at low first costs, 
rather than on the recognized sound 
basis of eventual costs when turnover, 
investment, depreciation and the like 
were computed. Distributors also 
contended that direct sellers had 
shifted the burden of these stock 
handling costs on to the consumer— 
without the consumer being fully 
aware of the costs involved. They 
declared this direct buying resulted 
in increased inventories, lowered 
turnover, and higher stock handling 
costs for both manufacturer and con- 
sumer, and lower volume and 
smaller net profit for distributors— 
without any economic gain for either 
manufacturer or user—and in many 
cases losses. Distributors also 
recognized that they must gain 
greater security of future, larger 
volume, lower costs of sales and im- 
proved goodwill. 

Users indicated that neither man- 
ufacturers nor distributors were in- 
terested in anything beyond the im- 
mediate sale. They believed that 
buying direct simplified their par- 
ticular problems of distribution. 
They also evinced an unwillingness 
to trust a distributor with such con- 
fidential data as would enable them 
to realize the maximum benefits from 
the use of all the distributor’s eco- 
nomic functions. It was most ap- 
parent that consumers, in general, 
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did not fully realize the various ways 
that they could work with the dis- 
tributor for mutual benefits. It was 
clearly evident that users should gain 
benefits in decreased costs, improved 
service from distributors, lowered in- 
ventories with reduced capital load 
through a better appreciation and 
use of the distributor’s service. 

It was agreed that real progress 
could be made only through a very 
careful analysis of the foregoing 
problems, backed up by a concerted 
group action of the entire industry. 
Steps were immediately taken to or- 
ganize the industry behind a con- 
structive program. 
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How Program Was 
Organized 


The mill supply industry fortu- 
nately has a very effective trade as- 
sociation setup. There are two dis- 
tributor associations—one represent- 
ing Northern and the other Southern 
distributors. The third association 
represents manufacturers _ selling 
through distributors. The three as- 
sociations have long assembled in a 
joint annual convention. Retail and 
wholesale hardware firms are well 
represented in both distributor or- 
ganizations, and have always taken 
an active part in mill supply asso- 
ciation activities. 
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This caricature has as its intent the showing, in an exaggerated way, the useless 

noise raised by conflicting sales efforts and the possibility of more successful 

operation through the use of the Joint Merchandising Committee’s Program. 

The Joint Merchandising Committee has succeeded in drawing many manufac- 

turers and distributors into closer relationship and as the number thus affected 
increases the success will become more apparent. 
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Prior to the 1930 convention, a 
committee of 11 was formed—rep- 
resenting both distributors and man- 
ufacturers—to lay the foundation for 
the proposed program. This com- 
mittee, known as the Joint Merchan- 
dising Committee of the Mill Sup- 
ply Industry, functioned as an in- 
dependent trade extension activity of 
the three associations. They care- 
fully analyzed the problems involved, 
and formulated a very definite pro- 
gram designed to correct them. 

The proposed program was pre- 
sented to the three associations in 
joint convention in April, 1930, and 
gained unanimous approval. Re- 
sponsibility for carrying out the plan 
was delegated to a standing com- 
mittee of two men from each of the 
distributor associations, three from 
the manufacturers’ association, and 
two additional distributors outside 
of the associations. The committee 
decided upon a method of financing 
the program, and the complete plan 
was then submitted to the mill sup- 
ply industry—including distributors 
and manufacturers both within and 
without the trade association setup. 

Subscriptions were based: on sales 
volumes—and distributors and man- 
ufacturers subscribed on the same 
base scale. All subscribers to the 
program were required to pledge 
their support for a minimum of three 
years, as it was recognized that the 
activity could not produce results 
in a shorter space of time. More 
than 300 concerns in the industry 
subscribed in excess of $77,000 to 
finance the program. A full time 
secretary was employed to operate 
under the direction of the standing 
committee, and an office opened to 
centralize the activities. 

This committee is currently com- 
posed of the following men: Alvin M. 
Smith, chairman (representing dis- 
tributors), president, Smith-Courtney 
Company, Richmond, Va.; David C. 
Jones, vice-chairman (representing 
manufacturers), vice-president, Lun- 
kenheimer Company, Cincinnati, 
Ohio; H. H. Kuhn (representing dis- 
tributors), general manager, The 
Hardware & Supply Co., Akron, 
Ohio; T. W. Lewis (representing dis- 
tributors), president, Lewis Supply 
Co., Memphis, Tenn.; R. K. Hanson 
(representing manufacturers), secre- 
tary, American Supply & Machinery 
Manufacturers’ Association, Pitts- 
burgh, Pa.; Geo. A. Fernley (repre- 

(Continued on page 64) 
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ADVANCES BECOMING EFFECTIVE 


Copper Wire 


Lead Pipe and Sheet Lead Products 


Rolled Copper, Brass, Etc.. 


Steel Pipe Wire Products 

Non-Patented Asphalt Stove Pipe and Elbows 
Shingles Steel Rivets 

Brads and Small Wire Nails Lamp Cord 


Galvanized Eaves Trough, 
shunned Scissors 


DECLINES BECOMING EFFECTIVE 
Arsenate of Lead Linseed Oil 
ADVANCES ANTICIPATED 


Furnace Pipe and Elbows Putty 

Stoves, Ranges and Heaters Kitchen Cutlery 

Enameled Ware Aluminum Ware 

Bolts and Nuts Scraping Knives 
Dry Batteries 


(See report below for full particulars. 


A leading drawer of copper wire 
announced a new price list, effective 
April 11, showing advances of 34 cent 
to 4% cent per pound f.o.b. mill. Soft 
bare wire, magnet wire and weather- 
proof wire have all been affected. 

* * *& 

Important brass and _ copper 
fabricating companies filed new price 
lists April 12, to become effective im- 
mediately. The new sheets show an 
advance of 1% cent per pound on all 
copper, brass, bronze and nickel silver 
rolled products, but do not indicate a 
change for brass and copper pipe and 
welding rods. 

* * * 

Lead pipe and sheet lead were 
marked up April 10, 14 cent per pound, 
by National Lead Company, and others. 
The discounts on lead traps and bends, 
also on lead ferrules, were advanced 
about 6 to 7 per cent. 

* * * 


Final price filings by American 
Steel & Wire Co. have made some 
changes in the preliminary schedule on 
wire products reported in the April 12 
issue of Harpware Ace. Their ad- 
vances on the major lines compare as 
follows with the preceding (Dec. 1) 
schedules, and this revised basis will 
probably govern all sellers, effective 
April 20 and later. Nails, staples and 
bale ties are up 25 cents per 100 Ib.; 
barbed wire, field and poultry fence 
and cribbing are up 15 cents, and 
smooth fence wire 10 cents. Prior to 
April 20, carload orders have been 
rather freely accepted, for delivery up 
to June 30. - 


* * * 


Quotations on steel pipe, both 
galvanized and black, were raised $7 
per ton April 24, or 31% points in the 


discounts. Contracts previously made 
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Washing Machines 
Ete Machinists’ Tools 
Armored Electrical Cable 


April 
26th 
1934 


will expire at the end of the current 
quarter, by which time all shipments 
at old prices must be completed. 

* * * 


An advance, generally effective 
April 6 on new orders, has been an- 
nounced by the makers of stove pipe 
and elbows. Blued pipe is up $1 per 
100 joints, and elbows 10 cents per 
dozen. No change was made at the 
time on furnace pipe and_ elbows, 
though it is intimated by some manu- 
facturers that a price increase cannot 
long be avoided on these. 

* * * 


Non-patented asphalt shingles 
have followed prepared roll roofings in 
a corresponding price rise, effective 
about April 15. Standard 9 x 1234-in. 
individual shingles are at $4.80 per 
square, raised from $4.56. 10 x 36-in., 
four-tab square strip shingles are ad- 
vanced from $4.39 to $4.62, and 11 1/3 
x 36-in. hexagon strips are priced at 
$3.68 per square, formerly $3.51. 

* * * 

Prices for the second quarter 
on wire screen cloth, of steel, bronze 
or copper, are reaffirmed at the first 
quarter basis. Prices apply to orders 
received by the manufacturers on or 
before June 20, for shipment prior to 
July 1, 1934. Orders received after 
June 20 will be billed in accordance 
with prices which may prevail during 
the third quarter. 

* * * 


On brads and_ “miscellaneous 
small wire nails a small advance of 
214 per cent has been announced, with 
the new discount effective for shipments 
through the rest of the second quarter. 
Prices are quoted f.o.b. Pittsburgh, 
Cleveland and Chicago, with freight 
cost added for delivery at destination. 
“Steel code” paying terms govern, in- 





cluding one-half of 1 per cent cash 


discount. 
* * * 


Revised prices on steel rivets 
were announced by a large maker on 
April 12, effective April 16. On rivets 
7/16-in. diameter and smaller, sold by 
discount, the increase has been 5 per 
cent, and on “pound” rivets, 1-in. 
diameter and larger, the advance was 
25 cents per 100 lb. Terms are 30 
days net, less one-half of 1 per cent 
for cash in 10 days. 

* * * 


Galvanized eaves trough miters, 
ends and drops were advanced about 
10 per cent on April 15 by a leading 
producer, affecting steel, Armco iron 
and Toncan metal grades. No change 
was made on the copper items. 


* * * 


Some makers of stoves, ranges 
and heaters have advanced molders’ 
wages 22 per cent. This, along with 
the advancing market on materials, is 
bound to result in higher prices. Some 
well-posted wholesalers have bulletined 
their sales forces to urge dealers to 
buy early, for there is every indication 
that by fall prices will be from 15 to 
25 per cent higher than today. Gas 
range prices have already been with- 
drawn. New prices are expected at 
once, with an advance from 7% per 


cent upward. 
* * * 


On washing machines, some of 
the leaders in the field have advanced 
quotations. Prices on washers are still 
very low, and sales are holding up re- 
markably well. Governmental spend- 
ing and the general upturn of business 
will make 1934 easily the best year 
the washing machine industry has en- 
joyed since 1929, according to J. R. 
Bohnen, secretary of the manufactur- 
ers’ association. 

* * * 


Electric refrigerator shipments 
by the Norge Corporation during 
March were the greatest in the history 
of the company, totaling 19,998 units, 
or 20 per cent ahead of the best previ- 
ous month. At the end of March un- 
filled orders on hand totaled 18,797 
units. Shipments have already more 
than tripled the first quarter of 1933. 
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Norge factories at Muskegon and De- 
troit have been working four shifts 
of six hours each a day, and the vol- 
ume of recent sales has required liberal 
increases in employment. Every indi- 
cation points to continued capacity op- 
eration for several months to come. 


*&* 2+ 


Hardware sales in the past few 
weeks have shown the greatest dollars 
and cents gain of any time thus far in 
1934. Expressed in percentage, how- 
ever, the improvement is not quite so 
great as in the earlier months. Collec- 
tions have kept up remarkably well, 
particularly from areas where the Gov- 
ernment has distributed the various 
processing taxes to the farmers. Re- 
tailers generally share the belief that 
prices will be higher, as evidenced by 
their willingness to place orders now 
for later delivery. Most jobbers have 
a greater volume of futures booked at 
this time than for many years past. 


* * * 


All sales of household electric 
refrigerators in the United States in 
the first two months of 1934 were 117,- 
651 units, against 54,149 in same pe- 
riod last year, according to Electric Re- 
frigeration Bureau of the Edison Elec- 


tric Institute. 
* * * 


A 10 per cent wage increase, 
retroactive to April 1, was announced 
for each of the 1600 employees of the 
Carborundum Company at Niagara 
Falls, N. Y. 

The Reading Iron Company has in- 
creased wages 10 per cent at its Read- 
ing, Pa., plant, effective April 2, af- 
fecting 1900 men. Six hundred addi- 
tional employees were scheduled to 
receive the increase when the company’s 
Danville, Pa., plant resumed opera- 
tions. 

The Ashtabula, Ohio, plant of the 
American Fork & Hoe Company has 
announced a general wage increase of 
10 per cent for 300 employees. Simi- 
lar action is pending at the company’s 
Geneva, Ohio, and Dunkirk, N. Y., 
plants. 

Along with an announcement of a 
10 per cent increase in wages for 500 
employees of the Heller Brothers Com- 
pany, tool manufacturers at Newcom- 
erstown, Ohio, officials report sales 
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greater now than in any other period 
since the company opened its plant 
there in 1917. The firm is 30 days 
behind in its orders. These are typi- 
cal of many news bulletins found in 
the daily press, relating to producers 
of hardware supplies. 

* * * 


Competitive conditions have kept 
enameled ware prices down. The 
manufacturers all insist that with ma- 
terials already advanced, and with 
higher labor costs at hand, it is only a 
question of time until quotations must 


be raised. 
* * *% 


On galvanized ware, some manu- 
facturers are withdrawing salesmen and 
soliciting no current business, having 
sold practically everything they can 
deliver during the second quarter. 
Quotations generally carry a clause 
reading: 

“The new labor rates and increased 
steel prices will compel us to advance 
all prices in the very near future. This 
quotation, therefore, is offered only for 
acceptance by return mail, and is sub- 
ject to change without notice.” 

* % *% 


Government spending is being 
watched closely for indications of the 
extent to which business is being sus- 
tained by emergency expenditures. 
Daily average spendings were curtailed 
in March, but were expanded in the 
early part of April, mainly in CWA 
direct relief and in emergency relief 
disbursements. The PWA is now ex- 
pected to play a larger part in the 
business recovery, for with spring 
weather the dirt is beginning to fly in 
many projects for which funds were 
allotted some time ago. 

*% * *% 


Shipments of finished products 
of the United States Steel Corporation 
in March totaled 588,209 tons, com- 
pared with 385,500 in February and 
256,793 in March, 1933. The Ameri- 
can Iron & Steel Institute reports pro- 
duction of steel ingots on April 16 was 
at an average rate of 50.3 per cent of 
capacity. Output during the month of 
March was at an average of 47.81 per 
cent against 42.57 per cent in Febru- 
ary, and only 15.50 per cent in March, 
1933. Total output for March was 


2,797,144 tons against 2,213,569 tons 
in February, and 909,886 tens in 
March, 1933. 


* * * 


New lumber business reported 
during the March 31 week, by 568 
mills, was 94,373,483 board feet. Ship- 
ments exceeded production by 1.7 per 
cent and current sales were under pro- 
duction by 1.4 per cent. The gain in 
orders booked, over the preceding 
week, was about 4.9 per cent. Inven- 
tories of mills are about 101.1 per cent 
more than at this time last year. 

* * * 

Spurred by wage increases in 
many industries, general retail trade is 
setting the fastest pace in four years, 
according to Dun & Bradstreet, Inc. 
Sales of hardware, paints, gardening 
tools and seeds show every indication 
of outdistancing spring figures for the 
last three seasons, providing conclusive 
proof of a reawakened interest in the 
home and garden. Baseball equipment 
is going out at a more lively rate than 
for several years, with an especial 
growth in the sales of playground balls. 
Buying of furniture, housewares, elec- 
trical refrigerators, rugs and clothing 
increased by a wide percentage last 
week to the accompaniment of spread- 
ing payroll increases. 

*¥ * * 


‘The acid test of the recovery 
program is the purchasing power of the 
consumer. As pay rises now are being 
extended to such a wide variety of in- 
dustries, price movements in the near 
future must undoubtedly trend further 
upward. Only a small proportion of 
the hardware advances made in, the 
last few months have as yet reached 
the consumer. Most sales, both whole- 
sale and retail, up to now have been 
based on low costs. The next few 
weeks are highly important because 
this period will demonstrate whether 
or not the consumer is able to buy at 
the increasingly higher price levels. 

* * * 


Various new price schedules on 
iron and steel have now covered prac- 
tically the entire field of these prod- 
ucts. Pig iron was raised $1 per ton 
(about 6 to 7 per cent). The non- 
ferrous metals, copper, tin and lead, are 
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NRA REQUIRES FIRMS 
TO POST SCHEDULES 
BY TUESDAY, MAY 15 


Employers who have not yet 
received application forms for 
official copies of labor provisions 
of the codes under which they 
operate for posting in their es- 
tablishments will have until May 
15 to apply for the posters it was 
announced by the National Re- 
covery Administration on April 
14. 

Under a recent order, all em- 
ployers are required to post in 
conspicuous places throughout 
their plants or buildings official 
NRA placards quoting the labor 
provisions of the Code applicable 
to their establishments. The 
posters are distributed through 
Code Authorities, and application 
should be made to the Code Au- 
thority for the industry or trade 
of which the employer is a mem- 
ber, or to the State NRA Com- 
pliance Director. 

Col. G. A. Lynch, Administra- 


tive Officer, made the announce- | 


ment extending the time for ap- 
plication for official copies of 
labor provisions. 


DAMP IS PRES. OF 
MILWAUKEE DEALERS 


J. Harold Damp was recently 
elected president of the Milwau- 
kee Hardware Merchants’ Asso- 
ciation. Other officers are: Ray 
C. Kornely, vice-president; Wal- 
ter Reinhold, secretary, and Law- 
rence Stollenwerk, treasurer. 
A. C. Johnson, Marcel Weder 
and Earl R. Butter are members 
of the board of directors. 





HURLEY MACHINE CO. 
ACQUIRES MEADOWS CO. 


The Hurley Machine Co., Chi- 
cago, Ill., manufacturers of Thor 
electric washing machines and 
ironers, has acquired the plants 
and equipment of the Meadows 
Mfg. Co., Bloomington, IIl., as 
well as its branch factory at 
Pontiac, Ill. Edward N. Hurley, 
Jr., president, Hurley Machine 
Co., has announced that his com- 
pany plans to use the buildings 


and equipment of the Meadows | 


Company at Bloomington. 

In making the announcement 
Mr. Hurley stated that the Mea- 
dows Company trade names will 
be retained, and that the Hurley 
Company “will keep all Meadows 
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| 


| distributors and dealers who de- 
sire to continue the line.” 

The Meadows business was 
| purchased from Hal M. Stone, 
| receiver and former president of 
the Meadows Company with the 
approval of the United States 
District Court of the Southern 
District of Illinois. 


WESNER AND RUBIN FORM 
WHOLESALE BUSINESS 
J. Frank Wesner and Leon T. 

Rubin have opened a wholesale 

| hardware and paint distribution 


business under the name R. & W. 
Distributing Co., 2102 Walnut 





J. FRANK WESNER 


Street, Philadelphia, Pa. For 
more than 10 years Mr. Wesner 
was with Murta, Appleton & Co., 
Philadelphia, as an outside sales- 
man. In May, 1930, he joined 
the Alden Supply Co., which 
company he left to form the part- 
nership with Mr. Rubin. 





FRENCH BATTERY CO. 
CHANGES ITS NAME 


By vote of the stockholders of 
the French Battery Co., Madison, 
Wis., at its annual meeting the 
company name was changed to 
Ray-O-Vac Co. The change in 
name was made to definitely con- 
nect the name of the organiza- 
tion’s product with the company 
name. 

GALLAHER AND CARNEY 
ADDRESS DEALERS 


Two hundred dealers were pres- 





| ent at the 15th and final group 
| meeting held April 12, in Detroit, 


under direction of the Michigan 
Retail Hardware Association. 


George Lee, Jr., president of the 
Detroit Association was chairman 
of the meeting and the speakers 
were introduced by Harold Bervig, 
Lansing, secretary of the Michi- 
gan association. Mr. Lee gave a 
brief address in which he pointed 
out that “the consumer is at the 
helm” and tells the retailer what 
to do. Maintenance of price is 
necessary he said. 

E. B. Gallaher, treasurer, 
Clover Mfg. Co. and _ editor, 
Clover, Business Service, Norwalk, 
Conn., discussed present day busi- 
ness conditions affecting hard- 
ware men, stated that the depres- 
sion ended in June, 1932, and 
spoke of the necessity of talking 
value when selling. He discussed 
the NRA and the New Deal. 

Ralph W. Carney, sales man- 
ager, Coleman Lamp & Stove Co., 
Wichita, Kan., gave a merchan- 
dising demonstration on auto- 
| matic electric irons. 

Theodore Miller, Detroit, Mich., 
was elected president of the De- 
troit group succeeding Mr. Lee. 





} 
| 
| Several hundred dealers, realtors, 
contractors, etc., recently attended 
a play sponsored by the West 
Philadelphia Realty Board, coop- 
erating with the Colonial Stove 
Co., Philadelphia, manufacturers 
of gas ranges, held recently at 
Whitall’s Auditorium, 4105 Chest- 
nut St., Philadelphia. The four- 
‘act play, which featured the need 
for modernization of homes and 
apartments, was entitled “Wolves 
of the Renting Business.” 

A Colonial-Romance-Ensemble 





of the Renting Business” which 





WEBER IS VICE-PRES. 
OF WORTHINGTON CO. 


L. H. Weber was recently 
elected vice-president of the 
Geo. Worthington Co., Cleveland, 
Ohio, hardware dis- 


wholesale 








| L. H. WEBER 

| tributors. Mr. Weber joined the 
| company 42 years ago, starting 
| as an order clerk. Later he trav- 
| eled for the house for 23 years, 
| and in 1920 became an assistant 
| to C. A. Jewett. 


DEALERS SEE PLAY ON KITCHEN MODERNIZATION 


kitchen was on display at the 
auditorium, and the Colonial 
company distributed a catalogue 
descriptive of its kitchen ensem- 
ble. The Philadelphia Gas 
Works Co. distributed a booklet 
entitled “The New Technique in 
Kitchen Work.” The play was 
preceded by a band concert and 
entertainment by the “Music 
Masters,” an organization con- 
nected with the gas company. 
Refreshments were served at the 
close of the performance. 








This large audience including hardware dealers, saw the play ‘““Wolves 


emphasized the need for kitchen 


| modernizing. 
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RES. TORCHIN AND SCHMULTS 
N CO. JOIN MILLER DOLL DIV. 
recently L. L. Cocke, manager of the 
of the doll division of the Miller Rubber 
leveland Products Co., Inc., Akron, Ohio, 
ion dis. has announced appointment of 
David L. Torchin as head of the 
doll division’s office, Room 336, 
200 Fifth Ave., New York City. 
Mr. Torchin was previously in 
the department store field, hav- 
| 
& 
NUTMEGGERS HOLD SPORTS NIGHT AT HARTFORD | a semi-humorous talk about peo- 
The regular monthly meeting The president of the Nutmeg- | ple prominent in the sport world. 
i of the Nutmeggers, on Wednes- | gers then introduced Harry M. | His anecdotes about the various 
fi day, April 11th, took the form |} Anderson, Hartford Representa- | world s champions were much en- 
of a Sports Night, at the City | tive of the Olympic Committee, | joyed by those present. He is a 
Club, Hartford, Conn. Dinner | who had provided the excellent | regular speaker over the radio 
neal the was served at 6.30, after which | motion picture reels of the Olym- | W4Y€s of W rc, but refrained 
starting Harold F. Sullivan, president, | pic Games at Los Angeles. Mr. | from calling his address a TIC 
ete abbreviated the business meeting, | Anderson spoke briefly on the | Talk. 
: due to the excellent program of | subject of sports. Arthur B.| The pictures followed Mr. Me- 
} years : 7 ; 
oes entertainment that had been pro- | McGinley, sports editor of the | Ginley’s address and they gave a 
ssistant vided. Some new members were | Hartford Times was the main | very interesting presentation of 
t voted upon favorably. | speaker of the evening and gave | the world’s greatest sport event. 
ON t D. L. TORCHIN _of the sales of “My Dolly” and | years he has been connected with MINNEAPOLIS DEALERS 
; other Miller rubber doll lines in | the Henry M. Doherty Co. in the HEAR WM. UNSGAARD 
then ing been with Hecht Bros. de- od — aie. Selemeiie started | Cleveland territory. Members of the Minneapolis 
partment store in Baltimore as | US C@Teer selling linen to the Retail Hardware Association, 
alogue a buyer, and with the Boston department ae field, later be- satis meeting in the Hardware Insur- 
ae 4 Store, Milwaukee, Wis., as a a a, pie i L. E. SCHROEDER HEADS | ance Bldg., Minneapolis, Minn., 
sellin buyer. Mr. Torchin, who came to paca a en i: Page rr me PAINT AND WALLPAPER | heard William { nsgaard, man- 
me ia this country in 1926, speaks four a pce “C Pisteh *% RETAILERS ASSOCIATION | ager of the Customers Service 
apt languages. «ty ‘ ” Co., Pitt ane, ; ( Bureau, Butler Bros., discuss ad- 
' were mained five years. L. E. Schroeder, vice-president vertising. Mr. Unsgaard talked 
“t and } Before joining the Miller com- | and treasurer, Geo. E. Watsop | about newspaper advertising and 
Music ; pany, he was with The Reynolds | Co., 164 W. Lake St., Chicago, | various types of cooperative ad- 
con- ; ae Se the department | Ill, was elected president of the | vertising. 
\pany. | Store trade. ese ae td : Pe 
he | National Retail Paint & Wall- S. CALIFORNIA ASSN. 








E. H. SCHMULTS 


Mr. Cocke has also announced 





appointment of Edward UH. 
Schmults as midwestern sales 
aie manager for the doll division. 
chen : He will make his headquarters 
. in Chicago and will have charge ! 
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J. S. CARTER IS V. P. 
OF BURHANS & BLACK 
Joseph S. Carter was recently 

appointed vice-president and 
treasurer of Burhans & Black, 


| Inc., Syracuse, N. Y., wholesale 


hardware distributors. Mr. Car- 
ter is also a member of the 
board of directors of the com- 
pany. 


FEDERATED SALES 
NAMES OHIO MANAGER 
The Federated Sales Service, 

Boston, Mass., has appointed 
A. P. Finley, 1924 W. 58th St., 
Cleveland, Ohio, as division man- 
ager for the state of Ohio. He is 
a graduate of Harvard and Clark 
Universities. For the past several 





| called 





paper Dealers’ Association held 
recently at the Palmer House, 
Chicago, Ill. The meeting was 
by Claude R. Myers, 
Claude R. Myers Co., Wichita, 
Kan., who served as temporary 
chairman. Mr. Myers was elected 
senior vice-president. 

M. Q. Macdonald, 
counsel, National Paint, Varnish 
& Lacquer Association and E. R. 
Drake, secretary, National Whole- 
sale Paint Association assisted 
the new organization in prepara- 
tion of its constitution and by- 
laws. Maurice E. Wallbrunn was 
appointed chairman of a code 
committee, 

Tentative plans of the asso- 
ciation call for another meeting 
in Chicago in June. 


general 








IN NEW HEADQUARTERS 


J. V. Guilfoyle, secretary-treas- 
ure, Southern California Retail 
Hardware Association, has an- 
nounced that the offices of the 
association have been moved to 
Room 1122, Pacific National 
Bldg., 315 W. 9th St., Los An- 
geles, Cal. 

New directors recently elected 
are: Glenn H. Hickey, Hickey 
Bros. Co., Ventura; Robert H. 
Harwood, Harwood Hardware & 
Paint Co., Los Angeles; Robert 
Isner, Posten Hardware, Long 
Beach; G. S. Eberly, Arcadia 
Hardware Co., Arcadia; D. G. 
MacDonald, Cope Commercial 
Co., Redlands; Earl Templeton, 
Brea Hardware, Brea and Wad- 
ham Gazlay, San Diego Hardware, 
San Diego, Cal. 
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MURRAY COMPANY, HONESDALE, PA., SUCCESSFUL AGAIN 
ATTRACTING THOUSANDS TO ANNUAL PARTY 


The Murray Company held an- 
other big successful party at 
their store in Honesdale, Pa., on 
Wednesday, Thursday and Fri- 
day, April 4, 5 and 6. More than 
three thousand people, mainly 
farmers and their families, passed 
through the Murray store in one 
day (Friday). This event has 
been held annually for the past 
ten or twelve years, and is billed 
as the “Spring Opening and Big 
Party.” To many, this is the 
greatest bit of entertainment of 
the entire year, and the Murrays 
make no attempt to do immediate 
selling during these three days. 

Mother Murray, as she _ is 
known to all in that section of 
the State, is the most enthusiastic 





and active of the welcomers at 
the party. She and the other 
Murray ladies personally take 
charge of the refreshments and 
thousands are served with satis- 
fying sandwiches. They prefer 
to do this themselves because of 
the valuable contact with the cus- 
tomers. It makes farmers feel 
more like neighbors when they 
are met and greeted cheerily by 
the women of the firm. 

Local musicians are procured 
to entertain and the harness shop 
is cleared away a bit and a small 
platform is set up. Here the 
piano, guitar and violin share 
time and space with harmonicas 
and trombones to keep up a 
lively spirit. As people circulate 





THREE THOUSAND PEOPLE VISITED MURRAYS IN ONE DAY 
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THEH ARNESS 
SHOP WAS A 
TEMPORARY 
HARMONY 
FACTORY 
(ener 


3 ELECTRICIANS AND 15° 
PLUMBERS ARE KEPT 6usy 
AT MURRAYS: 


AND 


CUSTOMERS REMEMBER AND 
WAIT FOR MURRAYS' PARTY 






ed 


ABOUT 45 DEMONSTRATORS OF VARIOUS 
PRODUCTS AND APPL 
TO THE SUCCESS OF THE MURRAY PARTY.. 


ANCES CONTRIBUTED 


OF HONESDALE 
Pa., HELD A BIG 


eee ee 





through the four floors and base- 
ment display rooms, they are in- 
trigued by the many demonstra- 
tions of washers, refrigerators, 
radios, electrical appliances, etc. 
There were, in all, about 45 dem- 
onstrations going on at all times. 

Last year the Murrays held a 
milking contest on the third floor, 
but the difficulty or work of get- 
ting the cattle in and out of the 
building was voted out this year. 

The town of Honesdale is situ- 
ated in Wayne County, one of 
the less profitable farming coun- 
ties of Pennsylvania. In fact, we 
are told it is the second poorest 
in the State, and yet the Murrays 
keep fifteen plumbers at work the 
greater part of the time. In ad- 
dition, they keep three electri- 
cians busy. Their stock and dis: 
play of bathroom fixtures would 
do justice to that of any city 
store in that line. One floor sec- 
tion is given over to the latest 
designs in bath tubs and other 
fittings. 

Although the Murrays consider 
theirs a hardware store, it carries 
a wide line of farm implements, 
furniture and household equip- 
ment such as heating and plumb- 
ing materials. They have been 
very successful in engineering 
the many installations of plumb- 
ing and heating in and around 
Honesdale, being’ able to blue- 
print the various jobs and to as- 
curately figure the material so 
that it can be delivered to the 
job with practically everything 
on hand. If a shortage is en- 
countered, the missing items are 
quickly sent, specially, so that 
there is no delay with the work. 

The success of this rural store 
is widely known and it draws 
trade from a radius of 50 miles, 
rhuch of it coming through and 
from beyond the city of Scranton. 
The store issues a mail order 
catalog of 75 pages, in which not 
only is the merchandise thor- 
oughly described and illustrated, 
but the personnel is introduced 
to the farmers. Heads of depart- 
ments are pictured there and 
their qualifications are given. 
The recipient of this catalog of 
farm needs knows these men and 
their appearance in the catalog 
serves to bring them even closer 
to them. The firm operates three 
stores: The Murray Co., Hones- 
dale; The Gay-Murray Co., Inc., 
Tunkhannock, Pa. and_ the 
Travis-Murray Co., Owego, N. Y. 

Robert J. Murray, well known 
at retail hardware conventions, is 
president; P. R. Murray, vice- 
president, and Q. J. Murray, 
secretary-treasurer, of the parent 
company. 





ECKEL ASSISTANT MGR. 
OF TIN PLATE SALES 


Joseph C. Eckel has been ap- 
pointed assistant manager of 
sales of the American Sheet & 
Tin Plate Co., with headquarters 
at Pittsburgh. His early business 
career was with the Pennsylvania 





JOSEPH C. ECKEL 


Railroad, after which he entered 
the employ of the American Sheet 
& Tin Plate Co. in 1909, starting 
in the order department ‘and 
later serving in the inspection 
and metallurgical departments. 
For the past several years he has 
been engaged in sales promo- 
tional work and special engineer- 
ing duties. 


STEWART-WARNER CORP. 
REELECTS OFFICERS 


All officers of the Stewart- 
Warner Corp., Chicago, IIl., were 
reelected at a meeting of the 
board of directors held in that 
city on April 9. Operation and 
management of the Alemite 
Corp., a division of Stewart- 
Warner, is under the same offi- 
cers. 

Officers are: R. J. Graham, 
chairman of the board of direc- 
tors; E. V. R. Thayer, vice-chair- 
man; Joseph E. Otis, Jr., presi- 
dent; F. A. Ross, vice-president 
in charge of manufacturing; 
F. A. Hiter, vice-president in 
charge of sales; T. T. Sullivan, 
secretary and treasurer, and E. H. 
Farrell, controller. 





LINDEMANN HONORED 
ON 80TH BIRTHDAY 


Albert J. Lindemann, president 
and one of the founders of the 
A. J. Lindemann & Hoverson Co., 
Milwaukee, stove and range man- 
ufacturers was guest of honor at 
a luncheon given by the Rotary 
Club of Milwaukee on March 27 
on the occasion of his eightieth 
birthday. He is a charter mem- 
ber of the Rotary Club and has 


been active in its affairs for 20 


| years. 
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“Here’s why | like 






these 


BETHLEHEM 
BOLTS” 


“In the hardware business, like everything 
else, you’ve got to take a lot on faith. 

“For instance, I carry hundreds of items. I 
can’t possibly know all about each article. I can’t 
set up a laboratory, and go to work and test 
everything. But I’ve got to be sure that every- 
thing I carry is up to the mark, or my customers 
would go somewhere else. 

“That’s why it’s always been my policy to 
stock merchandise that’s backed by the names of 
well-known concerns. Take these Bethlehem 
Bolts. The way I see it, a steel company like 
Bethlehem, with all its facilities and experi- 
ence, certainly ought to make first-class bolts, if 
anybody can. 

“And it stands to reason a company like that, 
that’s known everywhere you go, is going to make 
sure that everything they turn out is up to the 
mark. 

“This may be just a theory. But it works! 


I’ve been in business right here for a good many 


APRIL 26, 1934 





years and a lot of Bethlehem Bolts have left this 
store —and I’ve never had a complaint on them. 
No, sir; not one!” 
* * x 

Bethlehem Bolts are made at our Lebanon, 
Pa., Plant, a self-contained Bethlehem division 
devoted entirely to the production of bolts, 
nuts, and allied products. All operations are 
under the direction of men whe are specialists 
in bolt manufacture, and know it from A to Z. 

Your jobber can promptly supply Bethlehem 


Bolts in the sizes and types you need. 


Bethlehem Steel Company, Bethlehem, Pa. 


BETHLEHEM 
BOLTS »» NUTS 
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William Beck will open a hard- 
ware and automobile accessory 
store at the corner of Warsaw and 
Fairbanks Ave., Price Hill, Cin- 


cinnati, Ohio. 


The Redwine Hardware Co. 
has moved to 122 N. Main Street, 
High Point, N. C., having pre- 
viously been in another part of 
that town. 


The Baker Brothers, Wildwood, 
N. J., have opened their new 
hardware and paint store at 3209 
Pacific Avenue. They also operate 
another hardware store and a 


lumber yard there. 





The Apex Electric & Hardware 
Co., has opened for business at 
314 Fourth Street, E. Waterloo, 
lowa. 





John A. McKirahan and C. I. 
Stephenson have purchased the 
hardware business of T. H. Elder 
& Son, Bellefontaine, Ohio. T. 
H. Elder conducted the business 
for forty-two years. 





The Liberty Hardware Store, 
Clarkfield, Minn., was recently 
acquired by M. L. Smith, Ren- 
ville, Minn. 





The Bares Hardware Store re- 
cently had a formal opening in 
the Kiewel Building, E. Broad- 
way and Market St., Little Falls, 
Minn. 





The C. & R. Store, handling 
hardware and automoble acces- 
sories has been opened at N. 4 
and Pine Sts., Abilene, Tex., un- 
der the management of W. F. 


Russell. 





Fire recently damaged the store 
of Demers’ Hardware Co., along 
with other business houses in 
Miner’s block, Central St., Bald- 
winville, Mass. 





The O’Neill Hardware Co., 
Henderson, N. C., destroyed by 
fire March 27 will be rebuilt as 
arrangements can be 
made. A more modern two-story 
building will be built on the site 
of the old structure. 


soon as 





The Columbus Grove Hardware 
store, Columbus Grove, Ohio, will 
move into the Day storeroom, 
which is being remodeled. 





The hardware store of Kaut & 
Kriechbaum Co., Burlington, 
Iowa, was recently damaged by 
water used in fighting a fire in 
the adjoining building. The store 
was repainted and cleaned and 
new lines were added. 
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HARDWARE BRIEFS 





Midland Park Paint & Hard- 
ware Co. was recently opened at 
218 Godwin Ave., Midland Park, 
N. J. Sidney Foster, for many 
years with the Foster Paint & 
Hardware Co., Ridgewood, N. J., 


is proprietor of the new business. 





The Pine Island, Minn., store 
of Nolan Hardware was recently 
damaged by fire. 





A. L. Gulbro has remodeled 
his store at Pekin, N. D., and has 
added new stock, including a line 
of paint, harness and farm equip- 
ment. 


William Brunner’s interest in 
the Fair Price Hardware, Cold 
Spring, Minn., has been acquired 
by Lee Otto. Joseph Hansen con- 
tinues in the business as a 
partner. 





The former Aurelia Hardware 
Co., Aurelia, Iowa, recently 
moved to Waterloo, Iowa. The 
business is now operating as the 
West Side Hardware. 





C. F. Christensen, paint and 
wall paper dealer at Wessington 
Springs, S. D., recently added 
hardware lines to his stock. 





The business of the Westfield 
Hardware Co. store at 70 Elm 
St., Westfield, N. J., was recently 
purchased by the Charles Bloom 
Paint Stores. 


R. Keys Shirey recently ac- 
quired the Liberty Hardware 
store in Liberty Center, Ohio. 


Fred Kiekenapp has acquired 
the interest of his partner, E. L. 
Frink, in the Frink & Kiekenapp 


Hardware store in Faribault, 
Minn. 
The Litchfield Hardware Co. 


recently purchased the Steven- 
son & Brenner Hardware Co., 
Litchfield, Minn. Stock of the 
Stevenson & Brenner store will 
be consolidated with that of the 
Litchfield company. 





John Smith, S. L. Keebler, 
Hugh Squibb and Mitchell 
Walker have opened a new hard- 
ware store in the quarters 
formerly occupied by the Shipley 
Hardware Co. in Jonesboro, 
Tenn. 





E. J. Peters, Colfax, Iowa, has 
purchased the Baker & Means 
Hardware store at Mingo, Iowa. 





F. E. Passmore has opened the 
Canton Hardware store in Can- 
ton, Kan. 


The Groves-Thornton Hard- 
ware Co., Huntington, W. Va., 
has leased the store room at 806 
4th Ave. for an electric appliance 
department. Frank Groves will 
manage the appliance depart- 
ment. 





E. L. Lehnus recently opened | 


his hardware store in Plover, 


Iowa. 





Calvin Shank, proprietor of the 
Gettysburg Hardware store, Get- 
tysburg, Pa., recently bought the 
stock of the Gilbert Hardware 
store at New Oxford. 





Ivan Van Kemp is now manag- 
ing the Mac Hardware Store, S. 
Board St., Norwich, N. Y. 





The Farmer’s Implement & 
Seed Co. was opened recently in 
the King Bldg., Dyersburg, Tenn., 
by W. H. Thum and W. S. 


Hamer. Mr. Thum was manager 
of the Dyersburg Hardware Co. 
for the past five years. Mr. 


Rainey was formerly with the 
Forked Deer Hardware Co. The 
new store will handle hardware, 
implements, seed, etc. 





The Carolina Hardware store 
was recently opened in Elizabeth, 
N. C., under the management o! 


D. D. Dudley. 





Guy M. Hartson has purchased 
a half interest in the Guy Mitchel 
Hardware store in Weiser, Idaho. 
Mr. Hartson has spent many 
years in the hardware business 
having operated stores in Mon- 
tana, Washington and California. 





Baron Paint & Hardware Co. 
has leased the dwelling at 2040 
Webster Ave., The Bronx, New 
York City, where business will 
be conducted after alterations. 


Theodore P. Heisler, manager 
of the Vallancey Hardware Co.. 
Mandan, N. D., has filed for the 


position of city commissioner. 


A. E. Becker has purchased: 
Art Goetz’s interest in the Car- 
penter & Goetz hardware business 
at Plainview, Minn. The business 
is now being operated as Plain- 
view Hardware, with Leslie Car- 
penter as Mr. Becker’s partner. 


J. G. Wedmore has moved the 
Wedmore Hardware store in 
Chamberlain, S. D., to a new lo- 
cation on Main St. 


Central Hardware Co., Woburn, 
Mass., is now located in the quar- 
ters formerly occupied by the 
Woburn Hardware Co. 








This window display arrangement is suggested by National 
Carbon Co., Inc., 30 E. 42nd St., New York City, to present its 


Eveready Flashlights and Batteries. 


The attractive cut-out makes a 


striking background and permits the showing of the dealer’s regular 


seasonal hardware lines. 
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Here’s another en thusi- 


astic Kitchenkook message being broad 


cast through o 
ne of the coun try’s largest 


a . 
Publications: The Country Gentleman 
b : . a 
uying guide of hundreds of thousand 
s 


of rural ; i 
and semi-rural families with 


above-the- 
the-average purchasing means 


RE. ; 
AD these Powerful spring-season 


advertisi 
ertising appeals. Put in the Kitchen 


kook li 
line. Travel along on its highest 


wa i 
ve of Popularity, Reap for yourself the 


sale: sti i 
S that must Inevitably come to dealers 


imbued with the spirit of the “New Deal’’ 


and the gu i 
&umption of the “‘go-getter.”’ 


We've 
a lot of Suggestions and ready- 


m ’ 
ade helps to add momentum 


to your 
efforts. Drop us a line 


and say, “‘Give me 
all the dope.”’ 


ALSO: *s K 
neta “It's Kampkook time ir 
fains”’—and by the 


the tourist trails 


t the moun- 
sea and lakes—and along 


D’ye get the idea? 


AMERICAN 
GAS MACHINE CO., Ic. 


Factory — Albert Lea, Minn 


B > J j 
ranches — 360 Furman Street 
vel, 


Br kl r _ 
4242 Hollis ines ooklyn, N.Y, 


a Oakland, Calif. 
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Passed and listed “Class A“ by 
the Underwriters’ Laboratories 








As instant-lighting, easily regulated, 
efficient, beautiful 


AND AS SAFE* 
AS THE FINEST 
CITY-GAS STOVE 













HAT'S the amazing new 1934 Kitchen- 
kook! No other gasoline pressure 
stoves can offer more truly “instant light- 





ing” than does this modern marvel of 
cooking convenience. With the Kitchen- 
kook you simply tum on the burner (ex- 
actly like a city-gas stove) and apply 
match. No waiting! No second operation! 
No “timing” or guesswork! No fussing 
with generating valves! The gas forms 
instantly. Automatic fuel control positively 
prevents “flooding.” You get a clear, blue. 
odorless flame immediately — low. me- 
dium or full, as desired — whether burner 
is cold or warm. 









TABLE TOP (Console) 

lined: stip- 
pled ivory-and-white por- 
celain-enamel finish. Insulated 
oven, with heat indicator. Lat- 
est type sliding-tray broiler. 
Handy utensil drawer. 


SEMI-CONSOLE—Same general 
features as Table Top. except 
it has adjustable roll-out broiler 
end non-insulated oven. 


MANTEL-BACE is lowest-priced 
leg model. All models have In- 
stant Lighting: Automatic Car- 
buretor Control; guaranteed 
Everdur rust-proof tuel reser- . 
voir; patented heavy-duty. 
quick-detachable Sta-Kiean 
generator; durable construction 
throughout. Many other features. 


broiling, frying or plain boiling! Scien- 
tific oven design assures deliciously 
baked pies, cake. bread. Roasts and 
broiled meats b tastefully tender. 
and setain their juice and flavor... . 
Cooking with a Kitchenkook is a fasci- 
nating pastime. compared to the drudg- 
ery of firing and constantly watching o 
slow, hard-to-regulate coal or wood stove 

You simply must go and see the nev 
Kitchenkook—at your nearest stove, hard 
ware. furniture or department store. Si 
beautiful models to choose from. There’ 
the elaborate Table Top (Console). th 
lower-priced Semi-Console, and the ver 








A mere child can light and op the 
Kitchenkook. It produces an even hotter 
flame than a city-gas stove. Fuel costs 
only about $1.50 a month — per average 
family. And no cook stove. of any type. 
is more efficient for baking. roasting. 


inexpensive Mantel-Back (“open”) typ 
Prices are most reasonable for the: 
National Recovery times. And — mai 
dealers are making liberal trade-in allo 
ances on old stoves to customers purch< 
ing Kitchenkooks now. 


KITCHENKOOI 


KAMPKOOK READYKOOK JIFFYKOOK 


MAIL THIS COUPON 


for interesting illustrated and descrip- 
tive circulars and name of dealer 
nearest to you... . American Gas 
Machine Company. Inc. Factory and 
general offices. Albert Lea, Minne- 
sota. Branches: Brooklyn. New York: 
Oakland, California. 


LAMPS 


LANTERNS O1L-BURNING HEAT 


ee eee 


A ; on Masks 
Albert Lea. Minnesota 

Please send booklet illustrating and descr 
American Kitchenkook stoves: also nap 
dealer in my locality. 





Name 
P.O. Address 


My present stove is 
(State if wood. coal. oil. gas or other ty 
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PADEN IS PRESIDENT 
OF KING HARDWARE CO. 


Dean S. Paden, formerly vice- 
president and general manager vf 
King Hardware Co., Atlanta, Ga., 
was recently elected president of 
the company, succeeding the Jate 
George E. King. John T. Bras- 
well is vice-president and sales 
manager, K. K. Chase is treasurer 
and W. W. McManus is secretary. 
Mr. Paden has during his busi- 
ness career been with the Ander- 
son Plow Co. and the Anderson 


Hardware Co., which was 


in 1913. He started with the 
King company as a_ shipping 


clerk and has worked in every 


phase of the business. 


OLIVER BROTHERS, INC., 
OPEN CHICAGO OFFICE 


Oliver Brothers, Inc., Resident 
Buyers, with headquarters at 200 


Hudson St., New York City, 
opened a branch on April 23 in 
the Buckingham Bldg., 59 E. 
Van Buren St., Chicago, Ul. 


Wilson Oliver, for the past ten 
years in charge of the 


branch. 

he Chicago branch office was 
opened to enable the company to 
render _ better ils 
clients. It replaces the Pittsburgh 
branch. 


service to 


WESTINGHOUSE HAS NEW 
REFRIGERATOR PLAN 
The Westinghouse Electric & 

Mfg. Co., Refrigeration Division, 

Mansfield, Ohio, has announced 

that a four unit replace- 

ment contract will be provided 
in addition to the one year war- 
ranty on the complete line of 


year 


hermetically sealed refrigerators. 


R. C. Cosgrove, manager of 
household _ refrigeration — sales, 


says this new replacement con- 
tract costs the purchaser $5.00 
and assures him of uninterrupted 
from the hermetically 
sealed mechanism during the first 
five years of its use. 


service 


The user’s protection under 
this plan is confined to the 
hermetically sealed mechanism 


and does not provide for replace- 
ment beyond the first year of the 
control, cooling fan, the cabinet, 


or other unsealed parts of the 


mechanism. Mr. Cosgrove ex- 
plained that during the four | 
years succeeding the one year | 


warranty, if a unit is replaced, 
due to its being defective the 
dealer will be reimbursed by the 
factory in the amount of $5.00 
for each replacement to com- 
pensate him for his time and ex- 
pense. 

The Westinghouse Company 
has sent dealers a broadside an- 
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pur- 
chased by the King organization | 


Pitts- | 
burgh office, will direct the new | 


o 


| nouncing the plan and offering 
newspaper mats, available from 
distributors, for announcing to 
the consumer the new plan. 


H. O. KING NAMED NRA 
DIVISION ADMINISTRATOR 


Harry O. King, since the early 
part of July, 1933, a Deputy Ad- 
ministrator in Division II], NRA, 
has been named to succeed Ar- 


D. Whiteside 


| thur as_ Division 





H. 0. KING 


Administrator of Division IV in 
charge of codes for finance, the 
textile industries and the whole- 
sale and retail trades. 








A. D. WHITESIDE 


Mr. King spoke informally and 


answered questions on the fabri- 
cated metals products code at the 
October, 1933, joint annual con- 


vention of the American Hard- 
| ware Manufacturers Association 
|and the National Wholesile 


Hardware Association. 


SAFE PADLOCK TO MAKE 
WROUGHT SPECIALTIES 
The Safe Padlock & Hardware 


Co., Lancaster, Pa., has recently 
acquired the dies and equipment 
necessary to produce the wrought 
| brass and steel hardware special- 
ties formerly manufactured by 
the Brass Goods Mfg. Co., Brook- 





| future emblem of members. The 


| nity Hardware, Akron, Ohio, has 


| newly formed Allied Hardware 
| Stores, Inc., a cooperative group. 


lyn, N. Y. The Brass Goods Mfg. | HARDWARE SQUARE CLUB 


Co. recently retired from that | 
field of activity. 

TO HOLD HOUSEWARES 
SHOW JULY 29-AUG. 4 
Plans for the show of the New 

York Housewares Manufacturers 
Association to be held July 29 to 
Aug. 4 at the Hotel Pennsylvania, 
New York City, were discussed 
at a recent meeting of the board 
of directors of the organization. 
Reports indicate that applications 
had been received for 50 per cent | 
of the third, fourth and fifth 
floors of the Hotel Pennsylvania 
during the show. 

The advertising committee re- 

ported that it would adopt a de- 

be recognized as the 


sign to 


committee is also working on a 
booklet to be given all buyers 
registering at the show. 





W. iH. STENAKER HEADS 
ALLIED HDW. STORES 


William H. Stenaker, Commu- 


been elected president of the 


Five 


vice- 


P. Reinbold Schlicht, 
Points Hardware Co., is 
president and G. V. Britton, Ken- 
more Supply Co., is treasurer. 
The organization has as members | 
independent hardware stores in 
Akron, Cuyahoga Falls and Bar- 
berton. The group will engage 
in a cooperative advertising plan. 








MISSISSIPPI HDW. ASSN. 


CHANGES MEETING PLACE | 





John F. Jennings, 307 Stand- | 
ard Life Bldg., Jackson, Miss., | 
secretary of the Mississippi Hard- | 
ware & Implement Association | 
has announced that the 28th an- 
nual convention and exhibit will 
he held June 4, 5 and 6, at the | 
Hotel Markham, Gulfport, Miss. | 
The convention was originally 
scheduled to be held at the White 
House Hotel, Biloxi, Miss. 


81-YEAR-OLD MAN JOINS 
HARDWARE RETAILER 
W. E. Miller, Mount Gilead, | 
Ohio, 81 years of age, recently | 
purchased a half interest in the 
Gruber Hardware store in that 
town and will be an active part- | 
ner of Frank Gruber. Mr. Miller 
has been in the contracting busi- 
ness and other activities for many 
years. He announced the dissolv- 
ing of the partnership in the Mt. 
Gilead Construction Co. when he 
entered the hardware business. 


The store at 1407 Southwest 
First Ave., Portland, Ore., has 
been leased to Frank Mayo for 
a hardware store. 


Section continued on 
page 66 


(News 


| supervised 


PLANS SHORE DINNER 


Nine new members were ad- 
mitted by the Hardware Square 
Club, No. 675, at a recent meet- 
ing held at the Masonic Temple, 
71 W. 23rd St.. New York City. 
Following the meeting which was 
conducted by President Fred 
Scholl, the Otis Elevator Co. 
showed a motion picture entitled 
“Empires of Steel” showing the 
construction of the Empire State 
Bldg., New York City. 

Announcement was made that 
the annual shore dinner will be 
held May 24, at the Marine & 
Field Club, Bay Ridge, Brooklyn, 
for which tickets will be $3.50 
each, 

AMERICAN TOY FAIR 
OPENS IN NEW YORK 


More than 130 toy manufac- 
turers are exhibiting at The 
American Toy Fair which opened 
April 9 at the Hotel McAlpin, 
New York City. Sponsored by 
the Toy Manufacturers of the 
U. S. A., the fair will continue 
until April 28. 

There are exhibitions of many 
educational 
devices for 
electrical 


toys including 
amusement 


miniature 


new 
lines, 
adults, 
appliances. 


and 


REPUBLIC STEEL NAMES 
THREE DISTRIBUTORS 


N. J. Clarke, vice-president in 
charge of sales, Republic Steel 
Corp.. Youngstown, Ohio, has an- 
nounced appointment of Gate 
City fron Works, Omaha, Neb., 
as distributors of Toncan Copper 
Molybdenum Iron. The Gate City 
organization will have a complete 
warehouse stock of Toncan iron 
sheets. 

Barde Steel Co. and Doran Co., 
both of Seattle, Wash., have been 
appointed distributors of. Enduro 
Stainless Steel produced by the 
Central Alloy Division, Republi: 
Steel Corp., Massillon, Ohio. 

GARDNER HARDWARE 

50 YEARS OF AGE 


Girdner Hardware Co., Min 
neapolis, Minn., recently cele 
brated its fiftieth anniversary. H. 
B. Gardner, who formed a part- 
nership in 1884 with Sam Joy 
under the name of Joy & Gard 
ner, is today chairman of the 
board of the company. Mr. Jo. 
withdrew from the organization 
in 1891, and Mr. Gardner wen! 
to Washington in 1907 to super- 
vise the logging business of an- 
other of his companies. Since 
1907, Mr. Gardner’s sons have 
the hardware com- 
pany. H. M. Gardner is presi- 
dent, E. P. Gardner is vice-pres- 
ident and sales manager and Guy 
G. Gardner is secretary-treasurer. 


HARDWARE AGE 
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TRY IT ON THE 






NEW 


FLIT POWDER WILL 
RID HIM OF FLEAS 


The best way for you to 
share our enthusiasm for 
Flit Powder is to try it your- 
self. Nearly all dogs have 


fleas. 


= 
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A STANCO PRODUCT 


FLIT 


POWDER 








ROACHES ,BED BUCS 

WATER BUGS, FLEAS,ANTS 
Lice 

AND MANY OTHER 

HOUSEHOLD INSECTS 





PYRETHRUM FLOWERS - 94% 


ACTIVE INGREDIENTS 
SETRACT TYUOA TORI Pe 3 


WERT IMCREDIENTS - 











BEST POWDER 
EVER MADE 


¥ 
Most powders are—just pow- 
ders. But Flit Powder is 100% 
active ingredients, contains 
that most deadly flea poison, 
Tuba Toxin, which clears up 
the pests quickly and easily 


and does no harm whatever 


to animal or yourself, 























MAOEIN U.$.A- 


Kills 












_ ‘BED BUGS 
WATER BUGS 
ANTS .FLEAS 
LICE 


AND MANY OTHER 
HOUSEHOLD INSECTS 




















ACTIVE INGREDIENTS PYRETHRUM FLOWERS. 94% 
EXTRACT TUBA TOXIN... 1% 








INERT INGREDIENTS ..__- 















ADVERTISED IN 
MAGAZINES AND 
NEWSPAPERS 


* 
The women’s magazines are 
getting Flit Powder adver- 
tising the year round. Dog 
magazines aud eutdoer maga- 
zines will also push Flit Pow- 
der every month of the year. 
A big new seller, made by the 


makers of FlitSpray,of course. 


STANCO DISTRIBUTORS INC. 


2 PARK AVENUE 
NEW YORK CITY 
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What's New 


for Retail 
Hardware Stores 


ABC Model ZA Ironer 


Equipped with cabinet type porcelain top 
table. Has fingertip and knee touch con- 
trols. When not in use cabinet may be 
used, for a kitchen table. Cabinet finished 
in cream vitreous porcelain and Duco with 
chromium hardware. Illustrated is model 








“ZA,” listing at $89.50. Model “Z” ironer 
is of the roll-about type and is equipped 
with extension leaves, providing extra shelf 
space. List price $69.50. Altorfer Bros. 
Co., Peoria, Til. 


Gardiner 30-70 Body 
Solder In Packages 

Added convenience is given in storing 
and handling in the new package of Gar- 


diner 30-70 Body Solder. Made of sturdy 
reinforced fibre with self-locking hinged 





cover these packages hold 5 lb. of either 
Meter Bar or 14-in. round in 14-in. lengths. 
Boxes are an attractive silver gray. Gar- 
diner Metal Co., 4820 South Campbell 
Avenue, Chicago, IIl. 


Minnesota Mining & Mfg. 
Issues Instruction Folders 


These four instruction folders are avail- 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 


PR cece ee eee ees 














able at all times, imprinted with the deal- 
er’s name, without charge and may be 
obtained from the manufacturers or from 
a distributor for the company. “How to 
Refinish Furniture” tells how to prepare 
the surface and how to finish the surface, 
giving advice as to the grade of sandpaper 
to use, etc. “How to Refinish Woodwork,” 
“How to Paint Walls.” and “How to Finish 
Floors,” are the titles of other folders 
offered. On the front page of each folder 
the advice is given to consult with the 
store issuing the folder “regarding the 
paint, varnish or lacquer and other ma- 
terials to be used.” Minnesota Mining & 


Mfg. Co., St. Paul, Minn. 


Folder On Lighting 
Tennis Courts 


This folder designed for use of electrical 
contractors, tennis court owners, etc., en- 
titled “Recommendations for Lighting 
Tennis Courts” shows what equipment is 
needed and where it should be placed for 
proper illumination of tennis courts. Two 
plans are included: one designed for 
tournament play, the other for ordinary 
games. Both show wiring diagrams, spac- 
ing of fixtures and ‘method of mounting 
units. Copies are available from the nearest 
district office or from the advertising de- 
partment of the Westinghouse Electric & 
Mfg. Co.. E. Pittsburgh. Pa. 





National Screen “Kwik-Lok”’ 


A simple device on the extension win- 
dow screen keeps screen from rattling and 
prevents the screen from being removed 
from the outside. When screen has been 
placed in window, lever of “Kwik-Lok” is 
pushed toward the left. The maker states 


that any attempt to remove screen from 
the outside engages lock more firmly. May 
be unlocked from inside by moving lever 
to right. Made of rust-resisting, galvanized 
metal, it is furnished on all National Ex- 
tension window screens at no extra cost. 
National Screen Co., Suffolk, Va. 





“Premax”’ Steel Fishing Rods 


No. F-35, list price 50c., is a solid, tem- 
pered, steel rod, cadmium plated finish, 
special high carbon steel, carefully hard- 
ened and oil tempered. Guides and top 
are full-eye, hardened and tempered steel 
wire, cadmium plated. Handle, enameled 
hardwood with cadmium plated ferrule 
and reel band. Measures 45 in. long over- 


guide, agatene top. lists at $12 per doz. 
CA-42, agatene guides and top, lists at $15 
per doz. Two offset models are offered, 
both with cork composition grip and for- 
ward grip. OW-41, list $15 per doz., has 
wire guides and agatene top. OA-43 has 
agatene guides and top, list $18 per doz. 
Style O rod illustrated. Style O rods have 
formed steel offset handle and sime grade 





—__— 
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all, weighs 4 lb. per doz. Individually 
packed in paper bags, 6 doz. to carton. 
Style C rods with straight handles, cork 
composition grips and metal reel seats are 
offered in two types. CW-40 with wire 


steel used in No. F-35 stiffened by special 
reinforcement up to first guide. Style C 
has same grade oil tempered steel as F-35. 
Premax Sales Division, Chisholm-Ryder 
Co.. Inc., Niagara Falls, N. Y. 
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A SPRING TONIC 


“Pep Up 


SLUGGISH 
SALES / 


The New 


MOP-IT-ON 


The Varnish that needs no brush! 


drawing customers into 
dealers’ stores everywhere! 


“A merchandising ‘natural’!” say dealers and job- 
bers from coast to coast—and they prove it with 
orders! “Why didn’t somebody do this before!” 
exclaim enthusiastic householders — and __ they 
prove it by buying. 

If you’re on the lookout for a real profit builder. 
you will find it in MOP-IT-ON . . . the varnish that 
needs no brush. It ‘has an instant appeal for prac- 
tically every customer who walks into your store. 


MOP-IT-ON 

a durable finish! 
MOP-IT-ON is a_ new 
type, quality varnish. 
Not only does it apply 
easily, but it adds a long 
wearing finish to the 
surface. Dries quickly, 
needs no polishing or 
special care, is easily 
kept spotless. 
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New, easy method of re-finishing! 
MOP-IT-ON is applied to floors and linoleum with a cloth 
covered applicator, as easily and quickly as waxing. An 
average flocr finished in 10 to 15 minutes . .. no brush, 
no sore knees, no backaches. For woodwork and furniture, 
MOP-IT-ON is wiped over the surface with a piece of lint- 
free cloth, as easily as dusting. 


Fast-selling and profitable! 

Dealers from all sections are sending through repeat orders. 
MOP-IT-ON is moving from shelves. And a worthwhile 
profit goes with each sale. Attractive counter displays, 
window streamers, circulars, mats and electros for your 
local advertising, are available to help you sell MOP-IT-ON. 
Radio broadcasts are running in localities where distribu- 
tion warrants. 


Cash in on the demand! 
Ask your jobber for MOP-IT-ON. Meanwhile, send coupon 
below for full details and prices on MOP-IT-ON. Don’t de- 


lay—get the most out of the busy season ahead of you. 


Send COUPON -TODAY ! 


THE THIBAUT & WALKER CO., HA 4-26 
46th Road, Long Island City, N. Y. 


Gentlemen: 
Send full details on MOP-IT-ON. 


Name 

Address 

City State 
My Jobber Is 
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Geo. Borgfeldt Corp. 
Offers Microsets 


Available in three sizes each with Micro- 
scope, specimen slides, specimen jar, 
dropper, tweezer, dissecting needle and 
book of instruction. Model 1M, illustrated, 
has 20-power Microscope and four-page in- 
struction book. Model 2M has 70-power 
Microscope, 13-page instruction book and 


MICROSET 


OVER NEW WORLDS UNDER 
yous eves 


MARVELS OF THE tmvisemet 


a micROSCcoPt 





additional equipment. Model 3M, the 
largest set, has a fully adjustable 110 to 
500-power Microscope, 20-page instruction 
book, test tubes, bottles of stain, color filter 
and other items not included in sets 1M 
and 2M. Geo. Borgfeldt Corp., 44-60 
East Twenty-third Street, New York City. 


Carborundum Brand No. 9 
Scissors Sharpener 


Comprises a handy size metal holder 
carrying a small square, fast cutting Car- 
borundum brand stone. Two flat sides give 
support to scissors blades and keep them at 
correct bevel by laying blade flat on sharp- 
ener sides or wings. By quick strokes of 
blade, keeping it flat on holder sides and in 





contact with the little “Carborundum” 
stone the user gets smooth, keen edge and 
correct bevel. Suggested retail selling 
price 25c. Standard package contains one 
dozen sharpeners mounted on an attrac- 
tive display. The Carborundum Co., 
Niagara Falls, N. Y. 


“Kwickwick” Adjustable Gener- 
ator Wick for Range Burners 


This ready-made consecutive asbestos 
wick fits all standard 7” range oil burners. 
Notching is eliminated as specially de- 
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signed open weave, wire reinforced asbestos 
material with extra wide space at bottom 
allows oil to flow into burner base freely 
and quick absorption gives quick lighting. 
Wick is corrugated, using 20% more as- 
bestos than other types and sticks firmly 
in the burner base in the exact center of 
burner channels, says the maker. Has uni- 
form inner and outer air spaces. Free 
metal taper lighter packed in a box of two 
sets of four rings. Covers of yellow and 
black box fold back making it a counter or 
window display. Suggested retail selling 
price 50c. Newton Mfg. Co., 27 Haymarket 
St., Boston, Mass. 


Shapleigh Issues 1934 
Fishing Tackle Catalog 


Showing a complete assortment of fishing 
equipment in a wide price range, this 
catalog shows many new numbers in lines, 
rods, reels, lures and other equipment. 
There are 136 pages of information, pro- 
viding a comprehensive and convenient 
fishing tackle guide for dealers. The cata- 
log shows the packaging for the 1934 lines. 
including “Silver King” and other fish 
lines. In addition to Shapleigh’s complete 
“Diamond Brand” line, the catalog also 
shows prominent manufacturers’ lines. 
Copies of this new catalog are available 
only on request. Shapleigh Hardware Co.. 
St. Louis, Mo. 


Fiz-It and Syfo Dispensers 


These dispensers for carbonated bever- 
ages are simply operated. “Fiz-It,” illus- 
trated, has a firm base. To operate it neck of 
capped bottle is inserted into cup section of 
“Fiz-It” and pressed YWown quickly until 
spring clamp grips bottle and punctures cap. 
Contents of bottle are drawn off by press- 





ing lightly on valve button at top of spout. 
Empty bottle is released by pressing spring 
rings together and lifting out. “Syfo” is 
a combination bottle opener, stopper and 
beverage dispenser. Cap of bottle is re- 
moved with opener incorporated in “Syfo” 
lever, stopper is inserted firmly and sealed 
by pressing lever down on bottle’ neck so 
guides grip on under side of bottle cap 
rim. To dispense contents bottle should 
be shook once or twice, and turned so 
liquid covers stopper. Press button is then 
used to dispense liquid. Wonder Products 
Co.. 401 C.A.C. Building, Cleveland, Ohio. 


*“Qn-a-Dor” Portable 
Garment Hanger 


This device for supporting coat garment 
hangers has a bracket which clamps over 
top of door without use of screws or nails. 











Bracket available in walnut or mahogany 
grain or ivory color. Inside of bracket lined 
with green felt. Hanger member of heavy 
spring steel, cadmium plated. Rubber 
bumper protects door. Two sizes to fit aver- 
age doors, 1% in. or 1% in. thickness. 
Hanger may be packed in suitcase for 
traveling. On-A-Dor Hanger Co., 644 Mich- 
igan Theatre Bldg., Detroit, Mich. 


Edison G.E. Appliance Co. 
Offers Electric Cookery Book 


Written by Frances Weedman, director 
of Edison General Electric Appliance Co’s. 
home economics department the booklet 
“Electric Cookery” shows how easily “old 
fashioned” recipes may be translated into 
terms of electric cookery. Photographic 
illustrations are employed in abundance 
to make every point clear and to show the 
“wasteful” and “correct” methods of prep- 
aration for each type of food when using 
an electric range. A section of the 72 
pages is devoted to preparation of dishes 
for children and infants. In the back is a 
chart showing time and temperature for 
every type of cooking operation, so de- 
signed that it may be removed from the 
book and hung on the kitchen wall. The 
book is completely indexed and may be 
obtained from Edison General Electric Ap- 
pliance Co., Inc., 5600 West Taylor Street, 
Chicago, Ill. Price 25c. per copy. 
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Sell those 


Customers 


Three-fourths of the farm trade need engine- 
powered wash machines—because their homes 
are not electrified. .. . Here's a tremendous 
market that's hardly been scratched —“neg- 
lected customers” who don’t realize how prac- 
tical and inexpensive a good power washer is! 


"=aRELESS 


S>OWER” 
wil help you get some of this business. Our advertising 
is telling your farm customers about washers equipped 
with Briggs & Stratton 4-cycle Gasoline Motors (“Wire- 
less Power’). At no cost to you it is selling the power 
washer idea to people who trade with you regularly. 


This farm paper advertising will send business straight 


to you, if you 


Hook Up With This 
Sales Campaign 


Use window and floor space to show your trade that 
you handle “Wireless Powered” washers. Prime your 
clerks to point out the Briggs & Stratton 4-cycle Mo- 
tor as a quality feature of the machine. 

This is the year to sell power washers. Don't let any 
of this advertising backing go to waste. Cash in on it! 
Send the Coupon for list of “Wireless Powered” wash- 


ers, and sales suggestions. 


| Send list of Washing Machines equipped with your motors — 
ag £ also further information on ‘‘WIRELESS POWER” campaign. | 













Almost All 


WASHING 
MACHINES 
have 


WIRELESS POWER 


Here's high 
Quality all 
through — de- 
Pendable opera- 
tion without 
tinkering,” Here's 
theconvenience ofself- 
contained, low-cost pow- 
er where electricity is not 
available. Here's real wash- 
er Satisfaction—heca use 
— ~— finer makes are 
riven by Briggs & § 
“WIRELESS POWER" °" 























—they are driven 
by the easy start- 
ing, quiet-run- 
ning, Briggs& 
Stratton Gas- 
oline Motor, 
four-cycle 
= ga8 

trouble 

Proof, 





93.5 per cent of all washer 
manufacturers use Briggs & 
Stratton Gasoline Motors 


(4-CYCLE) 


Your Dealer can show you 
a Briggs & Stratton-pow- 
ered Washing Machine, 



















Look 
for Briggs 
& Stratton 
orors on 
Pumps, mowers, 
Barden tractors, 
and other equip- 
ment using /2t04 h. p, 


—backed by na- 
tion-wide service 
and a written 
guarantee. 
COOLED Automatic 
oiling. Fly. 
wheelmag- 
neto -- no 
batteries 





2 BOOKLET 

Sees esees uaea naan ms 
Briggs & Stratton Corp., Dept. S5, Milwaukee 
Send Free Booklet — am interested in **Wirexess 

OweER and washing machines equipped with it, 








Advertisement in 
NATIONAL Farm Papers 
Circulation: 5,300,000 


| BRIGGS & STRATTON CORP., Dept.A4, Milwaukee, Wisconsin | 





"es Name 





















GE APRIL 26, 1934 











New Package For “Brush- 
On” Stove Polish 


Cylindrical bottle has special closure 
carrying a brush for convenient applica- 


ASILY APPLIED 

S HANDS CLEA® 

NO WASTE 
PPLYING 





tion of polish. Well-designed label empha- 
sizes use of container itself. Brush-On 
Stove Polish Co., Amesbury, Mass. 


Two G. E. De Luxe 
Model Refrigerators 


Monitor top unit, illustrated, has newly 
designed top with smooth walls, making 


for easier cleaning. Float valve has been * 


moved out of sight now being between 





case and condenser, giving additional flat 
space on top of cabinet. Temperature con- 
trol moved from top front to center of 
unit. Starting relay has been removed from 
cabinet top and placed back of condenser. 
Cabinets in two finishes-—porcelain enamel 
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and high luster glyptal baked enamel. Both 
cabinets have porcelain interior. De Luxe 
flat top model has been changed in ap- 
pearance. Pressed steel strip, finished in 
black, covers the 4-in. cabinet legs and 
forms a base in keeping with modernistic 
design of cabinet. Unit is underneath cab- 
inet and temperature control has been lo- 
cated on front of stainless steel cooling 
unit. Unit shown h:s improved foot pedal 
door opener, improved door latch, wiring 
molded in sockets, automatic interior light- 
ing, temperature control with G. E. de- 
froster that automatically returns to 
normal setting when cooling unit is de- 
frosted. General Electric Co., Specialty 
Appliance Sales Department, Cleveland, 
Ohio. 


De Luxe Royal Cleaner 

Has electric light to insure efficient 
cleaning in dark places. Tilting mechanism 
for convenient cleaning of small rugs. Has 





wide hinged cpening dust bag which is 
easily emptied. Other features include 
powerful suction and motor driven brush, 
automatic oiling and easy method of at- 
taching cleaning tools. Suggested retail 
selling price is $44.50. The P. A. Geier 
Co., Cleveland, Ohio. 


Corbin Chain Door 
Fastener 


Permitting door to be opened a few 
inches and yet be securely locked for 
ventilation or to permit the housewife to 
identify callers before granting admission 
this door fastener has heavy and strong 
plates and chain. Length of door plate is 
but 4 in. so it may be used on doors with 


© ® ©) 








narrow stiles. Hangar and anchor have 
been combined on a single plate, to give 
neatness, strength and compactness. Avail- 
able in castiron, plated or in cast brass 
or bronze. P. & F. Corbin, New Britain, 
Conn. 


Murphy’s Oil Soap Liquid 

Especially prepared for washing wood- 
work, furniture, floors, linoleum, tile, 
enamel and other surfaces that water alone 
will not injure. Murphy’s Oil Soap Liquid 
is made of pure vegetable oils. Of golden 
color and semi-liquid consistency. 

Packed in attractive bottles. Two sizes, 
16-0z. bottle, 24 to case, list 35c., 32-oz. 
bottle, packed 12 to the case. list 60c. 





Dealers’ discount on both sizes 33 1/3 per 
cent. The Phoenix Oil Co., 2554 West 
Fifth Street, S. W., Cleveland, Ohio® 





Winchester Model 12 
Skeet Gun 


Available in 20, 16 and 12 gage these 
skeet guns are built in standard grade only, 
with 26 inch barrel, matted rib and new 





Winchester special skeet choke, designed to 
give more even distribution of shot pattern. 
Has new stock with full pistol grip, finished 
with hard rubber grip cap, which is com- 
paratively short and well curved. Hard 


rubber butt plate standard. Slide handle of 
new design—extension style and more slen- 
der than earlier design Winchester exten- 
sion slide handle provided for trap and field 
guns. Checkered grip and slide handle. 
Sights, Bradley % in. red bead front and 


metal middle. Gun identified by special 
marking, the word “Skeet” being stamped 
on bottom of forward portion of receiver. 
Winchester Repeating Arms Co.. New 
Haven, Conn. 
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a few 3 
as PETER MANNING-1:567 
wife to . 4 
mission ; 4 L, , 
ane World's Light Harness Mile Record 
rs with 
Peter Manning is owned by Hanover 
Shoe Farms and was used by them 
to advertise Hanover Shoes. His 
mile record was made in 1922. He 
is still living in Hanover and watch- 
ing with disdain all efforts to beat or 
equal his twelve year record. 
+ have 
0 give 
Avail- 
brass 
ritain, 
wood- 
tile, 
alone 
Liquid 
solden 
sizes, 
32-02. 
60c. 
OR more than a quarter century Hanover any channels through which oxygen in the out : 
Wire Cloth Company has held to its out side air might combine with Fe or iron in the 
standing record for actual performance in steel wire under the Zinc Coating, thus pre 
quality and service. venting the formation of Oxide of Iron or 
Hanover Vulcan Black is ‘annealed’ after RED RUST. : 
3 per weaving, then coated, by our special process Hanover Wire Cloth Company guarantees 5 
_ with a superior — black enamel, guar- Super Apex not to tarnish nor discolor as 
anteed not to scale off. does cloth manufactured by the ordinary 
Hanover SUPER APEX is woven from the traditional methods. 
highest quality steel wire obtainable. After a eS eT ee 
oe weaving, the cloth is thoroughly cleaned, then ee pe dc 
slen- given a heavy coat of practically pure zinc: pM Pat a oe ee we oo 
kten- making the cloth as nearly rust proof as pos- rom full gauge wire conforming in every re- 
field slide. spect to the requirements of the Bureau of 
ndle. Standards at Washington. 
and On top of this coat is baked, by our specia: . 
process, an additional coat of PIGMENTED Special Steel Alloy Wire Cloth, Monel, Stair- 
ENAMEL which seals up almost completely less, etc., also Aluminum. 
A HIGHER QUALITY MERCHANDISE AT NO HIGHER PRICE 
ASK YOUR JOBBER 
ca HANOVER WIRE CLOTH COMPANY 
ped P 
“a HANOVER, PENNSYLVANIA 
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“Bull-Dog” Gripper Clamp 
For Scrub Brush 


For attaching a long wooden handle to 
a scrub brush so operator will not have to 
work on his knees. Fits any handle and 
will fit any ordinary type flat top brush. 
Made of heavy cast aluminum, adjustable 
and quickly attached or detached at will. 
Suggested retail selling price 35c. Va- 
porine Co., 215 W. Kinzie St., Chicago, 


H. & H. Timesaver Line 
of Switches, Receptacles 


This line complete in every required ar- 
rangement of switches, receptacles and 
pilot light combinations has compact de- 
sign of all-bakelite bases. Switches, re- 
ceptacles and pilot light combinations 
come assembled in one base. Single 
switches take standard size plates of brass 
or bakelite. Combinations take bakelite 


plates. Switches designed specifically for 





modern Type C lamp loads. Mechanism 
fully enclosed and sealed, making a dust- 
proof switch. Illustrations show pilot 
light, switch and receptacle TL-617 and 
bakelite plate 9061. Illustrated folders 
available. Hart & Hegeman Division, The 
Arrow-Hart & Hegeman Electric Co., Hart- 
ford, Conn. 





G.E. Offers New No. 4 
Mazda Photoflood Lamp 


Produces four times as much light and 
uses four times as much electricity as does 
the original Photoflood lamp, now desig- 
nated Mazda Photoflood No. 1. It should 
find its widest application in commercial 
and studio photography, especially where it 
is more advantageous to obtain desired 
amount of illumination from single light 
source than from group of light sources. 
Same size and shape as regular 300-watt 
Mazda lamp, it has mogul screw base and 
inside-frosted bulb. This size makes it pos- 
sible for photographer to use No. 4 and 
Photoflash No. 75 interchangeably in re- 
flector equipped with mogul screw socket. 
Light center length of Photoflood No. 4 is 
one inch longer than that of Photoflash No. 
75, hence an adapter from mogul to medium 
screw base used with Photoflash No. 75 in- 
creases its light center length to that of the 
Photoflood No. 4. Using same amount of 
electricity, Photoflood No. 4 produces 114 
times as much illumination as regular 1000- 
watt Mazda lamp, which has been used ex- 
tensively in photographic work. This, com- 
bined with improved color quality in the 
light produced by the Photoflood No. 4 
through increased operating efficiency, makes 
it easily twice as effective photographically 
as is the regular 1000-watt Mazda 
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lamp, says the maker. Operates on voltages 
of 105 to 120, inclusive. Rated life, 10 hours, 
Incandescent Lamp Department, General 
Electric Co., Nela Park, Cleveland, Ohio. 


1934 Frigidaire 
Refrigerators 


Includes fifteen models, divided into 
four series and ranging in price from 
$99.50 to $509, plus freight charges. Stand- 
ard series, said to use less current than 
one ordinary electric light bulb, is avail- 
able in four, five and six cubic foot models, 
each with hermetically sealed compressor 
unit. Finished in dulux porcelain. Master 








has four, six and eight cubic foot models 
with twin cylinder compressr, increased 
ice freezing capacity, finished in dulux. 
Super series, four, six, seven, nine, twelve 
and fifteen cubic feet capacities with 
“lifetime” porcelain finish and twin cyl- 
inder compressor. Master 834 illustrated. 
Frigidaire Div., General Motors Corp., Day- 
ton, Ohio. 


Scott Issues Seed 
and Implement Catalog 


Containing 192 pages of illustrated de- 
scriptions, including price information. In 
addition to vegetable, flower and _ field 
seeds, it shows, farm, poultry, dairy and 
bee supplies, agricultural implements and 
roses, trees, shrubs, plants and bulbs. Deal- 
ers discount sheet available. The I. W. 
Scott Co., 500 Liberty Ave., Pittsburgh. 


“Blue Comet-Balanced” 
Electric Soldering Iron 


Constructed so that when not in use 
hot tip is automatically suspended at suf- 
ficient distance from bench or table to 
make burning impossible, says the maker. 
Has heating element wound on steel core 
with high grade nichrome wire fitted into 
steel tube and insulated with high grade 
mica. With Underwriters’ approved cord 
which is protected by spring. Has air in- 


sulated handle. Tips screw into heating 
element. Steel tube treated to be rust 
and corrosion proof. Guaranteed 12 
months from time of manufacture. Avail- 
able with pointed tips or flat (chisel) tips. 
List prices: 1001, 55 watt, $3.00; 1002, 75 


uae 


OTE HOW TIP STANOS UP 


BLUE COMET-BALANCED IRON 





watt, $4.00 and 1003, 100 watt, $4.75. 
All 110-120 volt. Dealer discount 40 per 
cent. Cornish Wire Co., Inc., 30 Church 
St., New York City. 


Improved Parker-Kalon 
Hydro No. O.X. Punch Kit 


Measuring 8 in. overall and weighing 
256 lb., it will punch holes up to \4-in. 
diameter in 14-gage steel or equivalent. 
Packed in sturdy steel case with full set 
of seven punches and dies (one each 
3/32 in., % in., 5/32 in., 3/16 in., 7/32 
in., %4 in., and 17/64 in). Toggle joint 
construction; hardened steel nut screws 
on forged head; punch guide has tool 
steel bushing permitting easy travel of 
punch holder in guide. Front pointer and 
side gage combination make it possible to 
punch a number of holes at uniform dis- 
tance from edge of sheet without center 





Side links of hardened steel 
join frame and handle holding them in 
alignment. Handle and frame of high car- 
bon steel forgings. Forged steel swinging 
stop, controlled by spring locked in frame, 
prevents handle from going back too far 


punching. 


when raised for punching. Parker-Kalon 
Corp., 200 Varick St., New York City. 


Royal Brass Mfg. Co. 
Issues Two Folders 


Both illustrating and describing new 
products. One shows a combination lava- 
tory and shampoo faucet with bayonet 
joint quick hose connection. The other 
folder shows a combination sink faucet 
with quick hose connection bayonet joint. 
The Royal Brass Mfg. Co., Cleveland, 
Ohio. 
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That’s What This Plan 
Pape Can Aehieve for Your 
church e ™ a 
Linseed Oil Business 
s 
= To make money selling 
_ linseed oil is a novel experience for 
= most dealers. But many of them are 
- doing it right at this moment. 
Pye They are handling Kellogg’s 
Fags Improved Boiled Linseed Oil—the out- 
1 dis- standing paint vehicle for exterior 
sae work. They’re selling it not in price 
competition with cheap raw linseed oils, but as a superior spe- 
cialty—at a price sufficiently high to return a legitimate profit. 
Master painters will pay a premium for this extra value. 
For years our advertising has told them the advantages of 
using Kellogg’s Improved Boiled instead of raw linseed oil 
and artificial driers. Thousands have written for samples, 
tested it, found out for themselves that Improved Boiled is 
the oil to use. 
Today Kellogg’s Improved Boiled—in 5-Gallon Sealed 
Pails—is easily identified as a better product. It is the pure 
— linseed oil, free of foots and impurities— just as it left the 
nin refinery. The painter, sure that he’s getting the genuine 
ging Kellogg product, is willing to pay more for it. 
en Put in a stock of Kellogg’s Improved Boiled Linseed Oil 
in Sealed Containers. Sell it at a price that will give you a 
fair return on your investment. Start to take your linseed 
oil business “‘out of the red.” 
new SPENCER KELLOGG AND SONS SALES CORP’N 
woo Special Oils Department Buffalo, N. Y. 


onet 
ther 
ucet 


“ | KELLOGG’S Improved Boiled 
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AN EXTRA 


$Q 00 


A DAY 


Hardware and paint stores, in all 
sections of the country, are building 
up profits through the rental of 
Speed-O-Lite floor sanding ma- 
chines. In addition to the rental 
profits are the increased sales of 
sand papers, varnishes and kindred 
items. The average 
of this addition- 
al volume is ap- 
proximately 
$9.00 per day— 
according to a 
recent survey— 
one dealer re- 
ports $433.21 in 
47 days — an- 
other states “It 
actually pays 
half the ex- 
pense of run- 
ning my _ busi- 






















Timely—Cash in on the growing tendency 
of home owners to completely refinish 
their own floors. 
Inexpensive—Speed-O-Lite Sanding Ma- 
chines are low in cost—will pay for them- 
selves in astonishingly short time from 
increased profits. 

Guaranteed for One Year—Speed-O-Lite 
Sanding Machines are built to stand the 
wear and tear of rental service without 
interruption for repairs. 


HOW TO START 


Speed-O-Lite Rental Service can be 
added to your business without any of 
the fuss or worry of a new department. 
With the purchase of each Speed-O-Lite 
Machine we furnish free dealer helps. 
These include a 22” x 28” window dis- 
play card, 200 four page folders for 
mailing, 2nd mats for newspaper ads. 
These bring you the initial customers 
and each customer sends you more busi- 
ness. Let us tell you the experience 
of others who have bought a second 
and a third machine within a short time 
—and how they built up volume week by 
week. Send the coupon below for details 
of the plan. 
— ee SE AEM eo SO ee 
LiINcoLN-SCHLUETER FLoor MAcHINE Co., 
212 W. Grand Ave., 
Chicago, Ill. 

Please send us full information covering the 
new Speed-O-Lite Sanders 

[| Am interested in time payment plan. 


stew ee tees 


A Town Hears Itself Analyzed 


(Continued from page 28) 


educate the children of those who 


| pay no taxes! 


“Therefore, gentlemen, according 


| to my analysis, this is the class of 
| people you should attract to your 
| town, in order to lead to more hap- 


piness for all, and the proper de- 
velopment of a town with advantages 
such as are enjoyed by your inhabi- 


| tants. 


Ways to Accomplish the 
Desired End 


“Now, briefly, as time is short, let 
me suggest just a few ways to ac- 
complish this end. First: The inser- 


| tion of a small advertisement in one 


or more of the leading daily papers 
in New York City. You see, your 
customers logically are in New York 
and you must advertise where they 
are. For six months I would run an 
advertisement of a few lines, such as 
the following: ‘Lockton has no fac- 
Lockton has no place for 
Lockton does 


tories. 
Sunday excursionists. 


not need doctors, lawyers, or profes- 





sional men of any kind’ (following 
the ideas outlined above). If these 
small, and two-line advertise- 
ments were continued for about six 
months, starting Jan. 1 and running 
into July 1, people in the metropoli- 
tan area would naturally wonder: 
If Lockton does not want so many 
things, just what does it want? This 
type of advertising for six months 
would develop curiosity and interest 
about the town. The next six months 
you should start a series of similar 
ads telling what Lockton does want. 
In an offhand way, let us illustrate: 
‘Lockton wants as residents three New 
York bankers. Lockton wants as 
residents four manufacturers who can 
spend $10,000 per annum in the 
town.’ And so on down the list, with 
variations. People, of course, would 
soon be talking about the ‘nerve’ of 
Lockton. This talk would lead to 
motorists turning off the Boston Post 
Road and taking a drive around the 
town. In other words, there would 
soon be a lot of people looking Lock- 
ton over. 

“Remember, the campaign is only 
to attract one hundred citizens, while 
the papers of New York City are 
read by at least six million people. 
Probably of this number easily 50,- 


one 


000 would be in the class that Lock- 
ton wants, and Lockton only asked 
for 100, which, gentlemen, I am 
sure you will admit is a very modest 
quota. 

“All the way from New York to 
Boston, on the New York, New 
Haven and Hartford railroad, there 
are towns, which at the present time 
do not have a single electric light 
at night with the name of the town 
at the railroad station. Why not put 
Lockton’s name in electric lights on 
both sides of the railroad station. 
Thousands of passengers go up and 
down this railroad every day. 


Lockton Should Have 
a Bulletin 


“Then, Lockton, under their elec- 
tric lights, should have a bulletin 
telling about the advantages of the 
town for residents. These bulletins 
should be written up in the same in- 
formal manner as the ads in the New 
York papers, in fact, they should tie 
up with the ads. They should sug- 
gest:—You have read about Lock- 
ton in the great New York daily 
papers. Now, dear traveling public, 
at this moment you are in Lockton.’ 

“In order to carry on this cam- 
paign,” concluded our speaker, “all 
you need is to have fifty men in Lock- 
ton put up $100.00 each for one 
year.” 

This article is written in some de- 
tail because I believe the ideas out- 
lined, that is, analyzing towns on 
a business basis and applying mod- 
ern selling methods, would turn out 
to be profitable for the towns. There 
are, of course, many towns which 
need and want factories, or more 
doctors, lawyers, mechanics, etc. In 
that case, other methods of selling 
the town to prospective residents 
must be devised. In other words, 
the campaign should suit the town. 
Perhaps in a later article I will write 
about some of the things that could 
be done, not in the way of organizing 
one particular industry in a town, 
but of organizing all of the indus- 
tries. We live in an age of organiza- 
tion, and according to the recent 
income tax returns, those who are 
well organized are increasing their 
incomes, while the incomes of the 
unorganized are badly slipping. 
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IN THESE MAGAZINES 
Colliers 
American Golfer 
American Magazine 
New Yorker 
Time 
Yachting 
Spur 
Golf Illustrated 
New York Times Magazine 
Elk’s Magazine. 





AMERICAN TAP BUSH COMPANY e DETROIT, MICHIGAN 


Manufacturers of Beer Handling Equipment for over 38 years and makers of the famous Peerless Taps and Bushes. 
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Good Beginning 


It is the beginning of new 
and better business when a 
dealer places GoldSmith Sports 
Equipment on his shelves. 

It appeals especially to the 
younger, more active custom- 
ers. It is quality merchandise 
throughout — best obtainable 
materials, expert workman- 
ship, rigid inspection. It looks 
fine, it is fine, it stands up ex- 
ceptionally well under strenu- 
ous wear. 


Now is the Time to 


Stock and Display 
GOLDSMITH 
Baseball Equipment 


Balls, Bats, Gloves, Mitts. 
Masks. Protectors, Bases. 


Send today for complete Gold- 
Smith Spring and Summer 
Catalog. 

GoldSmith Baseball Equip- 
ment is used by professional 
as well as by thousands of 
amateur teams from coast to 
coast. 


Industry Program Demonstrates Worth 
In Mill Supply Distribution 


(Continued from page 43) 


senting distributors), secretary, Na- 
tional Supply & Machinery Dis- 
tributors’ Association, Philadelphia, 
Pa.; W. T. Todd, Jr., treasurer 
(representing distributors),  vice- 
president, Somers, Fitler & Todd Co., 
Pittsburgh, Pa., and the executive 
secretary, William E. Cain, 600 
Grant St., Pittsburgh, Pa. 


The Objective 


The Joint Merchandising Commit- 


tee’s original program provided for 
the following three major activities: 


1. Research—the gathering of ac- 
tual facts and experiences re- 
lating to the economic func- 
tions of industrial distribution 
—to determine the economies 
and advantages of industrial 
distributors as the most effective 
route for industrial supplies. 

. The presentation of these facts 
to (a) industrial supply man- 
ufacturers and (b) distributors 
(and their employees) so that 
they would understand more 
completely the elements of 
sound economical distribution 

and the economies and ad- 
vantages of industrial distrib- 
utors as the most effective 
route for industrial supplies. 

3. The presentation of these facts 
to industrial consumers—to 
educate them to the economies 
and advantages of buying from 
distributors—and how to make 
the most effective use of all the 

services offered by industrial 
distributors. 


bo 


Some Results Reviewed 


While it is impossible to here re- 


vice to both manufacturers and 

consumers. . 

This data reproduced on stere- 
opticon slides was presented to 
distributors and manufacturers in 
20 cities—to prove the road to 
better industry trade practices. 

Charts of this data were sent 
to all distributors and manufac- 
turers subscribing to the program. 

Special research was developed 
to convince users of the many ad- 
vantages of buying from distrib- 
utors. This material has been 
brought before thousands of buy- 
ers in a series of advertisements 
and direct mail folders; also be- 
fore group meetings of purchasing 
agents’ associations in 12 cities. 

Data was developed and sent to 
manufacturers in the form of 
broadsides stressing the economic 
importance of the distributor, and 
showing ways and means of de- 
veloping more effective sales and 
distribution through this channel. 

It was emphatically shown in 
our survey that manufacturers 
having a definite, clear-cut sales 
policy had more success than man- 
ufacturers without such a policy. 
We therefore campaigned among 
supply manufacturers to adopt 
such sales policies. 

Many large industrial buyers were 
prevailed upon, by the logic of evi- 
dence, to cut down the volume of 
stock carried on hand—resulting, in 
most instances, from direct purchas- 
ing—and instead buy from local dis- 
tributors in quantities to meet imme- 
diate requirements. 

Many manufacturers saw the wis- 
dom of changing their sales policies 
from “hit or miss” distribution set- 
ups, and definitely established their 





distribution through distributors. 
Many distributors became impressed 
with the evidence submitted on un- 
economic practices and_ corrected 
these conditions to their own profit 
and to the good of the industry. 


view all of the work completed, sev- 
Manufacturers of eral accomplishments can be out- 
equipment for lined. 
every popular sport. A comprehensive survey of in- 
dustrial distribution was made 
The P. 


which definitely established the 

2a basis for existing uneconomic and 

Goiasmit : wasteful practices of distributors, 
Sons, Inc. 

ao 2 and pointed the ways and means 

ia of correcting these economic con- 

U.S.A the many advantages provided by 

distributors in their economic ser- 





Support Attests Value 


The real proof of the value of this 
program to the industry is readily 
attested in the fact that through the 
three-year period of adverse condi- 
tions, less than 5 per cent of the 


manufacturers and consumers— 
CINCINNATI, OHIO ditions. This survey established 
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original three-year subscriptions are 
delinquent. This includes firms that 
went out of business. Considering 
that original subscriptions were 
based on the industry’s 1930 volume 
of business with subsequent pay- 


ments during the years 193]-32-33 
being made on the basis of the 1930 
level, it is believed that this is a 
conclusive indication that the pro- 
gram is recognized as well worth 


while. 





The Roller Skate 


In many communities where side- 
walk obstruction is permitted the 
roller skate service station is becom- 
ing very popular. Pictured here is 
an inexpensive layout that attracts 
the attention of the grown-ups as 
well as the kiddies. This station is 
made of crating that usually accu- 
mulates around the store. The only 
expense involved is the sign and the 
tools. A pair of pliers, an adjustable 
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Service Station 


wrench, a roller skate key and an 
oil can provide all the tools neces- 
sary for a first-class service station. 
Each tool is securely fastened to the 
station by means of a long chain. 
The young folks make good use of 
such a place and the amount of ad- 
vertising derived from the grown- 
ups cannot be measured, but it must 
be worth a lot to hear them exclaim 
“What a clever Idea.” 











WomEN WILL BUY 


New Labor Saving Items 


if they 
are Priced Right 


A Self-Heating Iron without cords 
or attachments. Priced below 
any iron of comparable quality 
and still carrying an attractive 
profit. Every woman wants one. 
Handsome appearance, less tir- 
ing to use, lower i ironing cost. 
A wonderful gift item of prac- 
tical utility that any homemaker 
will appreciate. 

Radiant Self-Heating Iron—beats elec- 
tricity or gas. Lights with a match. 
Cheaper to operate—only 1c for an 
average ironing. Brass front, handle 
straps and top plate heavily nickel 
plated; base chrome plated. 

Base pointed at both ends, with button- 
beveled edges. Ever-cool handle fin- 
ished in black and silver. 

Brass coil generator started with match 
in few seconds—ready to iron in 40 
seconds. Heat evenly distributed— 
point to point—easily regulated. Just 
right weight for pressing or ironing, 
Complete with rest, pressure pump, 
strainer funnel, cleaning needles, 
wrench, extra generator, and full 
directions. 


THE RADIANT LINE 


Includes de luxe and ufility models of 
graceful, high-powered lamps, as well 
as 300 candle power lanterns and self- 
heating irons. 

New merchandise that attracts buyers 
and sells fast at a good margin. The 
Radiant Lantern is an especially good 
item, appealing to outdoor workers, 

farmers, hunters and tourists. More 
light—lower cost—less trouble. 

The Radiant Self-Heating Iron—a 
labor saver for women. Does whole 
ironing for a few cents. More conven- 
ient, and priced lower than ordinary 
electric or gas irons. Heavily nickel 
and chrome plated. Fix up a Radiant 
department and watch the sales grow. 
Send today for literature and dealer’s 
discounts. 


RADIANT PRODUCTS INC. 
104 Radiant Bldg., Akron, Ohio 



















































RADIANT 
OuToooR 
LANTERN 
MODEL R-132 


RADIANT 
PARCHMENT 
SHADE LAMP 
MODEL 8-140 


RADIANT 
OPAL GLA 
SHADE LAMP 
MODEL ® 





RADIANT 


PRODUCTS 





65 








Convention Calendar 





Week of May 21, 1934 
Triple Convention—Southern Supply and Machinery Distribu- 
tors’ Association; American Supply and Machinery Manu- 
facturers’ Association, and National Supply and Machinery 
Distributors Association. Netherland-Plaza Hotel, Cincin- 
nati, Ohio, May 21, 22, and 23, 1934. Southern Association 


mond, Va. American Association Secretary, R. Kennedy 
Hanson, 2010 Clark Bldg., Pittsburgh, Pa. 
ciation Secretary, George A. Fernley. 505 Arch St.. Phila- 
delphia, Pa. 


Week of June 4, 1934 


Mississippi Retail Hardware and Implement Association An 
nual Convention and Exhibit, Hotel Markham, Gulport, 
Miss., June 4 to 6 inclusive, 1934. John F. Jennings, secre- 
tary, Box 846, Jackson. Miss. 

Carotinas—The Hardware Association of the Carolinas An 
nual Convention, Franklin Hotel, Spartanburg, S. C., June 
5 to 7 inclusive, 1934. Arthur R. Craig, secretary-treasurer 
803 Commercial Bank Bldg., Charlotte, N. C. 

Evison Electric Institute’s Second Annual Convention, Tray- 
more Hotel, Atlantic City, N. J., June 4 to 7 inclusive, 1934. 


Week of June 18, 1934 


35th Annual Congress of the National Retail Hardware Asso- 
ciation, Hotel Fort Des Moines, Des Moines, Iowa, June 


18 to 21 inclusive, 1934. Managing director, H. P. Sheets. 


130 East Washington Bldg., Indianapolis, Ind. 








TURPENTINE AND ROSIN | be held at the Hotel Biltmore, 
| Los Angeles. during the week of | 
Coinciding with the | 
recently | 
| inaugurated Credit Congress of | 


LICENSES TO BE ISSUED 


Officials of the Agricultural 
Adjustment Administration, | 
Washington, D. C., stated in a 
bulletin issued April 3, that a 
license for the wood turpentine 
and rosin branch of the Naval 
Stores Industry is expected to be 
issued within the near future. 

The bulletin says, “A market- 
ing agreement recently made ef- | 
fective for the gum turpentine | 
and rosin industry provides that 
a license may be issued to all 
processors in that industry, with 
the express provision that such 
license should be extened to 
include all competing turpentine 
and rosin. A license for the proc- 
gum turpentine and 
gum rosin was made effective on 
March 13. 

“Recent conferences have been 
held with representatives of the 
wood turpentine and rosin indus- 


June 11th. 
annual convention the 
Industry will be held. 

J. M. Rust, treasurer, Union 
Oil Co. of California and vice- 
president of the National Asso- 
ciation of Credit Men, has ac- 
cepted the general chairmanship 
of the convention. 


MORSE CO. CELEBRATES 

GOLDEN ANNIVERSARY 

Cecil A. Morse, president, 
treasurer and manager of the 
Morse Hardware Co., Bellingham, 


vice-president of the company. 
were guests at a recent banquet 


essors of 


that concern in celebration of its 
50th anniversary. The company 
founded by R. I. Morse, father 
try for the purpose of determin- of the Morse brothers. started as 
ing the basis for and the provi- | a small retail business and grew 
sions of a license to cover that | with the community. Today it is 
branch of the Naval Stores In- | largely a wholesale distributor. 
dustry.” | having customers as far away as 
| Alaska. 

R. I. Morse, who started the 
business in 1884, was active head 
| of the company until his passing 
| away in 1920. Herbert E. Fisher 








CREDIT CONGRESS TO 

MEET IN LOS ANGELES 

Henry H. Heimann, executive 
manager of the National Associa- 
tion of Credit Men, has an.- | 
nounced that the 39th annual | 
convention of the association will 


pany since 1899, 
The history of the company 
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has been secretary of the cim- | 





Wash., retail and wholesale firm. | 
and his brother Charles L. Morse. | 


tendered by the 56 employees of | 


| 
| 


| 


was recorded in a special section | 


" . i a . — | retary, 
Secretary: Alvin M. Smith, care Smith-Courtney Co., Rich- | 


of The Bellingham Herald, issued 
March 31. In addition it sketched 


the life of the founder and his | 


sons as well as the growth of the 
community. 


NORTH DAKOTA ASSN. 

MOVES HEADQUARTERS 
Miss Louise J. Thompson, sec- 
North Dakota Retail 
Hardware Association, recently 


sociation’s headquarters to 21 
Clifford Bldg., De Mers Ave. 
and 4th St., Grand Forks, N. D. 


ques OBIT 


FRANK A. BARE 
Frank A. Bare, 62, former 
president of the Tritch Hardware 
Co., Denver, Colo., died recently 
following a heart attack. He first 





FRANK A. BARE 


entered the hardware business at 
Washington Courthouse, Ohio, 
with his brother Orlan E. Bare. 
Twenty-five years ago he 


pany with his brother. Shortly 
after the death of his brother in 
1929 he severed his connection 
with the hardware business. 


HENRY G. ELFBORG 


years president of the H. Chan- 
non Co., Chicago, Il., wholesale 
distributors, died recently. Prior 
to his affiliation with the Chan- 
non organization he was an 
official of the Ajax Forge Co. 


BENJAMIN F. DAVIS 

Benjamin F. Davis, 89, who or- 
ganized the Lansing Wheelbarrow 
Works, Lansing. Mich.. later 
called the Lansing Co., died re- 
cently. Following service in the 
U. S. Army during the Civil War 
he entered the staves and lumber 


pur- | 
| chased the former Tritch com- 


RICHMOND DEALERS 
DISCUSS ADVERTISING 


Members of the Hardware 


| Dealers Association of Richmond 


had as their guest speaker at the 


| April 12 meeting Raymond Hall, 


| in such campaigns. 


| announced the removal of the as- | 
National Asso- | 


who discussed advertising cam- 
paigns and pointed out the steps 
Wholesale 
hardware distributors will be 
asked by the association to co- 


| operate in the planning of sales. 


The meeting which was held at 
Ewarts Cafeteria was conducted 
by C. W. Vaughan, Jr., president 
of the association. 


UAR Y= 


barrow firm in 1881. He was for 
many years secretary of the 
wheelbarrow company and con- 
tinued as a director when he left 
that field to enter the banking 
business in 1886, when the for- 
mer City National Bank was 


| founded. Mr. Davis held various 
| offices in the bank, including the 
| presidency and board chairman- 








ship. 


R. A. WHEELER 


R. A. Wheeler, 79, who 
formerly owned what is now the 
Beeson Hardware Co., High 
Point. N. C., died April 3. 


SHERMAN BALL 


Sherman Ball, 58, died April 
4 at a hospital in Jacksonville, 
Fla., following a long illness. A 
native of Nebraska he operated 
a hardware business in Holbrook, 
Neb., for 25 years. He retired 
from business in 1924 and moved 
to Florida. 


jJ. E. SCHWARZENTRAUB 

John E. Schwarzentraub, 80, 
since 1888 a hardware dealer in 
Walnut, Ill., died March 30 fol- 


lowing a long period of poor 
health. He was active in fraternal 


| affairs and served as local school 
| board treasurer and member and 
Henry G. Elfborg, 63, for 15 | 


president of the board of trustees 
of Walnut. He is survived by 
Mrs. Schwarzentraub, a daughter 
and a son Edwin, who is active 
in the hardware business. 


CHARLES H. DUNN 


Charles Hamilton Dunn, 48, for 
twenty-eight years employed by 
Janney, Semple, Hill & Co., Min- 
neapolis, Minn., wholesale hard- 
ware distributors, and in recent 
years one of its buyers, died re- 
cently in Los Angeles. He had 
gone to California two months 
ago for his health. Mrs. Dunn 


business and organized the wheel- | survives. 
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for Spraying Row or 
Field Crops, Orchard or 
Trees, Vines or Shrub- 
bery, Alfalfa or Weeds 


Farmers everywhere devote 
some acreage to potatoes and 
other row or field crops which 
must be sprayed. This acreage 
has been gradually increas- 
ing from year to year and 
the demand for suitable 
equipment to do the spray- 
ing has grown accordingly. 

Never before have Myers 
Sprayers offered so much to 
MYERS FOUR ROW TRACTION the grower in economy and 

POWER SPRAYER efficiency as they do this 
FIG. 2786 year. Mechanical perfec- 
rae tion, speed and thorough 
coverage in style and size 
range for extensive or limited 
acreage afford every oppor- 
tunity for selection to fit in- 
dividual requirements. 

Indications point to a 
heavy demand for “Myers 
Hand and Power Sprayers 
during the weeks to come. 
If you have not already 
placed your specifications 
with us, or if you de- 
sire catalog and de- 
tailed information, 
— write or wire. 


TF EIMYERS & BRO. 
es 


PUMPS WATER SYSTEMS “MAY TOOLS DOOR HANGERS 


MYERS JUNIOR FOUR 
ROW ENGINE POWER 
SPRAYER 

FIG. 2798 _ 





A 
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MYERS DU-ALL FOUR, SIX OR 
EIGHT ROW TRACTOR-DRIVEN 
SPRAYER 
FIG. 2735 






ASHLAND, OHIO. 





PUMPS-WATER SYSTEMS-HAY TOOLS -DOOR HANGERS 
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No. 04947 


Stock This Good Selling 
COMBINATION 


/ HE customer who complains about 
losing padlock keys will like this new Eagle 
Combination Padlock No. 04947, 


Construction is brass throughout, with hard- 
ened steel shackle, chromium plated. The 
revolving dial is made in black and white 
finish or dull chromium plated, as you may 
specify. 

No. 04947 is self locking. After setting the 
combination for unlocking, the dial is 
always turned to 50, which releases the 
shackle. Thus the final number of the com- 
bination is never left disclosed.- 


eee 
The Eagle Quality Line 


Night Latches 
Trunk Locks 
Front Door Sets 


Wood-Screws 
Stove Bolts 
Machine Screws 


Store Door Sets 
Padlocks 
Cabinet Locks 


E) 














EA L ole 
GLE LOCK CO. 
encral Sales fice 
26 Warren Street-- New York 
Branch Offices: 
$21 Commerce St. 179 N. FranklinSt. 114 Bedford Sts 
Philadelphia, Pa. Chicago, Ill. Boston, Mass, 


Works at Terryville, Conn. 
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KLEIN 
PLIERS 








a 


ST 


QUALITY 


NY job requiring skill can 
be handled more easily, 
more satisfactorily and 

more quickly when the pliers 
are Kleins. “Since 1857,” 
Klein Pliers have been the 
standard for quality with 
master workmen and public 
utilities everywhere. It will 
pay you to carry Klein pliers 
in stock. Make a note on your 
want book and order from 
your jobber’s salesman the 
aext time he is in. 


Buy From Your Jobber 


comes AC ALIEN conics 


3200 BELMONT AVE., CHICAGO 
PEEL LS 
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How’s the Hardware Business 


(Continued from page ¢5) 


higher, and have carried with them 
the prices on many finished and semi- 
finished products which these metals 
always affect. Copper is up Y cent 
per pound, lead has advanced 14 cent 
in two jumps, and tin, after some re- 
action, still maintains most of a sharp 
April rise. The London market on 
tin, which governs the world market, 
was at a six-year high on April 6, the 
rise attributed to the decision of the 
international tin committee to recom- 
mend creation of a “buffer pool” for 
this important metal. 


* * %* 


Sales of paint, varnish and lac- 
quer products, based on data reported 
to the Bureau of the Census by 586 
companies, show business done in 
January, 1934, exceeded last January 
by about 85 per cent, and February 
business was about 55 per cent ahead 
of the same month in 1933. Whole- 
salers report current paint sales very 
active, with no recent price changes of 
moment. Linseed oil, however, de- 
clined 114 cents per gallon on Friday, 
April 13, after remaining steady for a 
considerable length of time. 


* + 


This is the season of heaviest 
sale of lawn and garden fertilizers and 
insecticides. The demand is said to 
be considerably improved over the two 
preceding years’ showing. Arsenate of 
lead unexpectedly declined 1 per cent 
pound on April 5, due to a price war 
between certain manufacturers. 


* * * 


Shipments of bolts and nuts, 
from Cleveland district plants, espe- 
cially to the automotive industry, are 
increasing again, following recent 
quietness. Inquiries from the railroads 
are more numerous, but orders are not 
yet being placed to any great extent. 
Hardware sales are much better, as 
there is general recognition of a prob- 
able higher market to come. 

* * * 


Shears and scissors prices are 
moving definitely higher. One large 
jobber has had advances on some num- 
bers as much as 20 per cent over for- 
mer cost. A recent schedule from the 
Clauss Shear Company indicates ad- 
vances of from 5 to 121% per cent. It 
seems certain that some of the lower 
priced specials available heretofore are 
disappearing from the market. Ad- 
vances are expected also on kitchen 
cutlery and on putty and scraping 
knives. Factories making the latter 
lines report a rise in their steel cost of 
$8 per ton. 


An advance on Starrett’s and 
other machinists’ tools recently re- 
ported, amounts to about 7 per cent,— 
the first change in several years. On 
most items the new dealers’ discount is 
20 per cent instead of 25 per cent as 
heretofore. Sales on tools in general 
are reported more encouraging. The 
wrench code has been signed, effective 
April 15, but no price changes have 
yet been announced. Early axe orders 
are in especially good volume, to gain 
the 5 per cent extra discount offered 
for orders placed before June 1. 

* * * 


Prices on manila and sisal rope 
from all leading American makers are 
steady at the “zone” schedules adopted 
in December. A change in zoning is 
contemplated, which will probably ad- 
vance prices to parts of the territory 
now covered by the base or No. 1 
zone. Competition from Philippine- 
made rope, distributed from New York 
and San Francisco, is still on a trouble- 
some cut-price basis. These sellers 
consider themselves not governed by 
he cordage code, but regulations to 
govern these sales will probably be 


effective. 
¥* * *& 


The worst of the fight on auto- 
mobile tires and tubes is said to be 
over, with the leading cut-price dis- 
tributors under agreement to stay in 
line. NRA influence has been chiefly 
effective in restoring a measure of peace 
to the situation. 

* * * 


On dry batteries, multiple and 
radio B batteries, present prices are 
recognized by all makers as too low to 
maintain. Some firms had announced 
quotations below the recent sharp low- 
ering by a leading maker. 

* * * 


Armored electrical cable was 
advanced about 10 per cent April 16, 
and advances in all styles of insulated 
wire seem likely to follow the recent 
rise in copper. Lamp cord has been 
advanced by some makers, and an in- 
crease of $2 per 1000 ft. on non-metal- 
lic conduit, or loom, is just reported. 

* * * 


Friction rubber tape, also splic- 
ing compound, are steady, after the 
withdrawal recently of the quantity dis- 
counts. Japanese-made tape is appear- 
ing in some markets at low prices and 
in a variety of usual packings. The 
quality is felt to be open to question, 
when compared to the better American 
makes. 
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AND WROUGHT STEEL 
HARDWARE 


Door. Butts 


Strap and 
Tee Hinges 


Pressed Steel 
Shelf Brackets 


Ornamental 
Hinges 
Safety Haspe 
Hinge Hasps 
Door Handles 


Garage Hardware 


Corner Irons 
Corner Braces 
i> Barrel Bolts 
Cellar Window Sets 


Back Flaps 
Chest Hinges 


Screen Door 
Hardware 


* 
Send for catalog describing 
these and other items. 





ERIE, PENNSYLVANIA 


Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 113 Purcnase Sr. 
CHICAGO: 162 N. CLINTON ST. SAN FRANCISCO: 703 Marker St 


APRIL 26, 1934 











RAILWAY EXPRESS 


MEANS “RUSH” 
WITH REDUCED 
SHIPPING COST 


No service equals Railway Express when 
you need something in a hurry. Merchandise 
shipped by this swift, dependable method 
comes through safely at passenger train 
speed. And express rates include liability up 
to $50 on each shipment of 100 pounds or 
less; proportionately more on shipments of 
over 100 pounds. 

A telephone call brings Railway Express 
to your door in principal cities and towns. We 
give a receipt on collection and take one on 
delivery. There is not any better way of ship- 
ping than Railway Express and there can’t be 
acheaper one for the quality of service offered. 

Telephone your local expressman for infor- 
mation or service. 


The best there is in transportation 


SERVING THE NATION FOR 95 YEARS 


RAILWAY 
EXPRESS 


AGENCY, Inc. 
NATION-WIDE SERVICE 
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Extra Long 


Box-Mattressed 
Beds | 


Tall people rest comfortably 
at Hotel Fort Shelby, for 100 
of its 900 rooms and suites 
are equipped with box-mat- 
tressed beds, eight feet in 
tength. All rooms with private 
bath—circulating ice water 
and tip-eliminating servidors. 


Rooms $2 to $10. 
Suites $6 to $25. 





Three popular priced 
restaovronts. Garage. 
lobby Shops. Radio. 


HOTEL | | 


Shelby 


President 


"“AGLOW WITH FRIENDLINESS” 


DETROIT 
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March department store sales, 
which have been mounting since the 
start of the year, were 44 per cent 
above March, 1933. This record 
pushed the Federal Reserve Board 
sales index up to 76 per cent of the 
1923-25 “par.” In March a year ago 
the index was down to 57. Sales dur- 
ing the first three months of 1934 ran 
27 per cent ahead of the sales during 
the same period a year ago. 

* *% * 

Under an order issued April 6 
by General Johnson, all retailers, ex- 
cept grocers and druggists, are barred 
from selling goods for less than 10 
per cent over cost. The 10 per cent is 
an allowance intended to cover, par- 
tially or completely, the labor costs of 
a retail establishment, but not to net a 
profit. The percentage is to be calcu- 
lated ori the actual net invoice cost of 
an article, less all discounts, or on the 
replacement cost if the latter is lower. 

* * * 

Montgomery Ward & Co. re- 
ported last month the largest sales for 
March since 1930, although the com- 
pany is now operating 488 stores, com- 
pared with 541 in 1930. The company 
made a profit of approximately $1,000.- 
000 for February and March, compared 
with a loss of $1,900,000 for the same 
months last year. Ward’s combined 
mail-order and retail sales for the 
month totaled $18,312,477, for 62.58 
per cent over March, 1933. Retail 
store sales exceeded those of the same 
month of 1933 by 43.08 per cent, and 
established a new high record for the 
month, rising 10.64 per cent above the 
former retail sales record set in March. 
1930. Sales in the mail-order division 
increased 94.75 per cent over those of 
the month last year. 

* * * 


Varch sales of F. W. Woolworth 
Company reached $24.035,000, a gain 
of 37.2 per cent from March, 1933. 
For the three months ended with 
March, sales made an increase of 21 
per cent over 1933. 

on * * 

S. S. Kresge Company sales in 
March, amounting to $12,321,000, in- 
creased 45.1 per cent above the same 
month last year. For the three months 
ended March 3). their total was $29,- 
942.600, or 23.4 per cent in excess of 
1933. 

* * * 

Bank clearings at principal 
cities of the United States for the week 
ended April 11 were the largest for 
any week since January, 1932, total- 
ing $5.719.649.000 compared with 
$3,284,999.000 in the corresponding 
week last year, an increase of 74.1 per 
cent. Business failures for the week 
ended April 12 totaled 251, compared 


with 226 in the preceding week (the 
lowest record, by the way, for any 
week since 1920) and with 439 in the 
same week last year. There were 1102 
insolvencies in March, a four-year low, 
comparing with 1948 a year ago, and 
2951. 2604 and 2347 respectively for 
that month in each of the three years 
preceding. 
* * * 


Freight car-loadings now have 
declined a shade for three consecutive 
weeks. However, the large gains dur- 
ing the first two and one-half months 
of this year have kept the record to 
date well above both preceding years. 
Electric output has been affected by 
longer days and warmer weather. How- 
ever, the latest report indicates that 
production for March was approxi- 
mately 18 per cent over the correspond- 
ing month a year ago, the largest 
monthly year-to-year gain on record. 
This contrasted with a gain of approxi- 
mately 13 per cent for February and 
10 per cent for January. 

* * * 

March contracts for construc- 
tion of all descriptions amounted to 
$179.161,500, almost twice the total re- 
ported for February and about three 
times the volume of March, 1933, ac- 
cording to F. W. Dodge Corporation. 
For the first quarter of 1934 contracts 
totaled $462,341,500. as contrasted with 
only $196,026.800 in the corresponding 
quarter of 1933. For residential build- 
ing the gain over 1933 to date has been 
about 46 per cent, and for non-residen- 
tial building, almost 85 per cent. For 
public works the first quarter’s volume 
was more than three and one-half times 
the 1933 total, and for public utilities 
about two and one-half times as great. 

* * * 


Farming is now being conducted 
at a profit, according to a recent re- 
view of the Corn Belt Farm Dailies. 
There is real optimism in the livestock 
industry, it says. Sheep are showing 
profit, cattle are better than breaking 
even, hogs are doing their part, with 
pork moving into consumption at a de- 
cidedly higher price. All along the 
line reduced production is in prospect, 
which means better prices. Profits are 
not large. but they are still profits, a 
statement which could not have been 
made in the last four years. Farm in- 
come is rising, while the cost of prod- 
ucts which farmers buy is not advanc- 
ing at as rapid a rate. 

* * * 


About three-quarters of Ameri- 
can corporations made profits last year. 
while in 1932 about the same _per- 
centage showed losses. according to 
figures compiled by the Robert Morris 
Associates, a national association of 
bank officers. Of the 2116 firms from 
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Hardware Store has on sale? — VER the tea tables, at the bridge club, 
iootlon for.” wherever they meet, women tell one an- 
fed other about the bargains they have seen. 
re : 
- Shopping with them is a business, and the 
ing more pleasurable and attractive you can make 
ng it for them, the more they will be drawn to 
ith your store. 
Je- 
- Purchases for “home use” are in their exclu- 
ct, sive province; they control the purse strings 
ire sale 
where housefurnishings are concerned. 
en x’ 
in- (4 Smart hardware merchants plan their house 
rd- \ furnishings displays with the woman appeal in 
1C- mind. Attractive merchandise, well displayed, 
‘ “ both in windows and in the store, will start 
this “word-of-mouth” advertising for your store. 
Ti- 
ar. 
PT- & 
to 3 P ~ You'll find some mighty interesting and help- 
ris f °“"* ful display suggestions in HARDWARE AGE. 
af Read each issue carefully. It will pay you dividend: 
nm % ; ‘ ae in practical and useful ideas. 
i Al 
E , 
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ARMSTRONG-VANADIUM 
WRENCHES 






For Men Who Know Fine 
Tools 


Check up in any airline shop, in the better ga- 


rages, wherever the finest mechanics are gathered. 
Look into the kits of the true home craftsmen. 
You will find that aARMSTRONG-VANADIUM 
WRENCHES predominate where they really know 
and take pride in fine tools. For example in the 
NAT Shops in Chicago, you will see them every- 
where . . . privately owned tools selected and 
purchased by the mechanics themselves from the 
local hardware stores and mill supply houses. 
Singly 
ARMSTRONG 
VANADIUM In 
Drop-Dorged Wrenches 
Matched 
Sets 
— 
On 
Attractive 
Stock 
Boards 





Write for Catalog 
ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 

314 N. Francisco Ave., CHICAGO, U. S. A. 
New York Sales Office: 109 Lafayette Street 





Stovink - household word 
everywhere - makes red or 
grey stoves black. Reno- 
vates burned out iron. 


Are you getting your share 


of this steady business? 


JOHNSON’S LABORATORY, Inc. 
Worcester, Mass. 








® is merely the transmission of 
® the intentions and purposes 
* of the management through 


® the staff to the customers 
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which the group obtained 1932 re- 
ports, 73.45 per cent had losses for the 
year and 26.55 per cent operated at a 
profit. Reports have been received so 
far from 520 companies on 1933 oper- 
ations. Of the total 72.12 per cent op- 
erated at a profit and 27.88 at a loss. 
Some of the margins of profit are very 
narrow, but any change from red to 
black is a cause for rejoicing. 
* * * 

Sears, Roebuck & Co. did 57.3 
per cent more business in the four 
weeks’ period ended March 26 than in 
the corresponding period last year. 
Volume for the March period was also 
ahead of comparable weeks in 1932, 
but was behind 1931. Actual sales 
were $22,362,353 in the period from 
February 27 to March 26, compared 
with $14,215,630 last year. This year’s 
excess over 1933, to date, was 42.3 per 


cent. Current figures reflect a revival 
in so-called investment merchandise, 
such as furniture and other major 


articles. 
* * * 


General Electric Company or- 
ders during the first quarter of 1934 
amounted to $38,148,654, compared 
with $25,511,644 for the corresponding 
period of 1933, an increase of 50 per 
cent, according to an announcement by 
Geward Swope. 

* * * 


The Sheffield Bronze Powder & 
Stencil Co., Cleveland, Ohio, is finding 
the spring demand for Sheffield prod- 
ucts so good that an extra force of 
workers has been necessary in the com- 
pany’s plant. The demand for oil and 
showcard colors is reported as being 
exceptionally brisk. 





Bicycles Are Back Again 


(Continued from page 35) 


late about twenty “bikes,” and is said 
to have done a thriving business. In 
cities and a number of smaller towns 
all over the country, bicycle rental 
agencies like this one have sprung up 
and are meeting with hearty public 
response. In 1933 a great number of 
these rental agencies sprung up. 

Baloon-tired bicycles, eliminating 
shock and bumps, have greatly in- 
creased cycling comforts. 

In many cities, families are find- 
ing it convenient as well as inex- 
pensive to cycle to the tennis courts, 
to the country, to golf courses, neigh- 
bors or parties. And no small num- 
ber of them are using bicycles to 
carry them to and from work. There 
is evidence aplenty that America has 
again adopted the bicycle as a ve- 
hicle for both pleasure and utility. 

One reason for the popularity of 
bicycles today may be that there is 
need for them. We are accustomed, 
today, to working under pressure, 
and playing under pressure. If the 
New Deal has its way, we'll have 
more leisure time than many will 
know what to do with. How to make 
that leisure time interesting is a prob- 
lem that bicycles can help and are 
helping to solve. 

It is clear, then, to see that this 
should be a highly profitable year 
for those engaged in the bicycle busi- 
ness—that is, for those who recognize 
the things that are taking place and 
take steps to develop the business in 


their locality. The demand is here. 
new models and refinements are be- 
ing offered to step up that demand, 
and large sums are being spent on 
promotion. 

By means of a newspaper adver- 
tisement F. A. Walther, Bucyrus, 
Ohio, hardware dealer invited own- 
ers of bicycles in that city to join 
members of the Shelby Cycle Club, 
Shelby, Ohio, in a bicycle parade 
and party sponsored by his store. 
Thirty members of the Shelby Cycle 
Club accepted the invitation and 
were joined by an additional group 
of fifty Bucyrus cycle enthusiasts, 
who had read the advertisement. 

This group shown in front of the 
Walther store were among those who 


_ accepted the invitation. Men, women 


and children ranging in age from 14 
to 45 years joined in the parade 
which went through the city’s princi- 
pal streets. Horns and bells at- 
tracted attention to the parade and 
some of the bicycles were decorated 
to lend color to the procession. All 
along the route of the parade addi- 
tional riders joined. 

The procession ended at the 
Bucyrus Country Club where Mr. 
and Mrs. Walther and the store sales- 
men served ice cream, cake and 
lemonade. Of the gathering Mr. 
Walter said, “We are sure this party 
helped to increase our bicycle sales 
and to stimulate enthusiasm for 
cycling in Bucyrus.” 
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“MAES prorects 


a x FLOWERS 
AND 
SHRUBBERY 


WHEN used as a spray, “Black Leaf 40” kills insects 
» ’ that damage flowers and shrubbery. Its double 
killing action—by contact and by fumes—gives it a 
tremendous advantage over non-volatile insecticides. 
Easy to use—economical, a little makes a lot of spray. 
Black Leaf 40” has many other uses which increase 
demand and build profits for you. 
Directions for various uses on the labels or in FREE 
booklets we furnish for your customers. 
Check your stock. Many uses, nationally advertised, 
are creating a year ’round demand for “Black Leaf 40.” 
Get set for the profits this makes possible. Your 
jobber carries “Black Leaf 40.” 


TOBACCO BY-PROQUCTS & 
CHEMICAL CORP., 
INCORPORATED 


Free Display Material 
Ask for the “‘Ad-pack,’”’ our 
FREE display kit. It con- 
ag counter displays, book- 


for you. Write for it today. 








TREASURE 


Buried Where 
Digging’s Easy 
che 


AKE HARDWARE 
AGE your chart 
to help you find the 
way to increased sales. 





Ideas, tried and suc- 
cessful are deposited in 
the pages of each issue. 

A little light digging 
and they’re yours to use 
and profit by. 








The advertisers, too, 
offer helpful ideas to 
the wide awake hard- 
ware man. 


read 
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CURING FLIP-FLAP... 


When customers ask for a door control that does away 
with “door flutter,” they are already sold on the positive 
control offered by all Rixson Double Acting Floor 
Checks. When a check for light interior doors is needed, 
unwrap a “Rixson Junior” from your stock and demon- 
strate the slow sure closing in a single swing. If you 
haven’t one in stock, check over your Rixson samples and 
fill in. 


THE OSCAR C. RIXSON CO., 
4450 Carroll Ave., Chicago, IIl. 
New York Office: 2034 Webster Ave. 
Philadelphia Atlanta New Orleans San Francisco 
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Prepare now for spring 
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DRIVER POWER TOOLS 
are a fast-selling line 


Now is time to.stock DRIVER Power Tools and 
prepare for an extra slice of spring tool business. 
House repairs, garden furniture, trellises, picket 
fences, lawn ornaments and a host of other articles 
can be made much faster with these electrically 
driven tools than by hand—and they’re more pro- 
fessional looking too! Feature DRIVER Tools 
this spring. Show your customers how the DRIVER 
Band Saw, for ex- ample, fashions 
picket fences in a tenth of the time 
ordinarily required. They'll be fasci- 
nated by these in- teresting, inexpen- 
sive tools. Write us today for further 
details regard- ing the sale of 
DRIVER Tools in your store. 


WALKER-TURNER CO., INC. 


534 Berckman St., Plainfield, N. J. 
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SALES TIP! 


In selling plain solder 
or soldering irons, 
REMEMBER: A 
flux must be used. 
Nokorode Paste will 
flux all metals. 


S. and For. Reg. 


Ask your fobber for the 
1 dozen display carton 


THE M. W. DUNTON CO. 


Providence, R. 1., U.S.A. 


NOKORODE? 4 





DREW Specialties 


Coopers’ Drivers, Hammers, Vices, 
Flagging Irons, etc.; Construction 
Chisels, Chipping and Mason Ham- 
mers; Calkers’ Tools of every kind; 
Marlin Spikes, Box Scrapers; Cold 
Chisels, Cape Chisels, Box Chisels of 
every kind; Jointers and Trimmers; 
Cotton, 30x and Hay Hooks; Elec- 
tricians’ Chisels; Shingling Irons; 
Water Main and Plumbers’ Tools; 
Special Forged Tools made to order. 


Established 1837 


Cc. DREW & co., Kingston, Mass. 








The Original 


“HORSESHOE MAGNET” 
HAMMERS 


Steel Forgings, Perma- 
nent Magnets. The best 
magnet hammers on the 
market. Give long and 
satisfactory service. The 
Hammer holds the tack. 


ARTHUR R. ROBERTSON 
Sole Manufacturer 
596 Atlantic Ave., Boston, Mass. 











SNELL 


Improved Ship, Public Utility, 
Expansion, and Solid Centre 
Bits. Send for catalogue, or 
see our advertisement, the 
Catalogue and Directory of 
Hardware Age. 
SNELL MFG. CO. 
Fiskdale, Mass. 


BITS 


Established 
1790 








ROCHESTER 
SASH BALANCES 
FOR YOUR PROTECTION 

P Are Not Sold 

To 
Mail Order Houses 
When ordering Sash Bal- 


ances from your jobber 
e/ specify them by name. 


Rechester Sash Balance Co., Ine. 
Rochester, N. Y. 














FOR 80 YEARS 


A DEPENDABLE 
SOURCE OF SUPPLY 


BOLTS: NUTS-SCREWS-RIVETS 
Write for Catalog, 


CuanxBrosBour (h 


BEMISS STREET, MILLDALE, CONN. 
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Sandpaper as Part of a “Clean-Up” Window 





This window was used in the model store of the Chicago Retail Hardware Associa- 
tion in the Merchandise Mart. 


Retail hardware dealers will be sur- 
prised at the number of sales of sand- 
paper they can make by just mentioning 
that the use of sandpaper before paint- 
ing, “Preparing the Surface,” will pro- 
duce a far better paint job. Also, by 
recommending the use of sandpaper be- 
fore painting, the hardware dealer will 
find this to be one sure way of elimi- 
nating complaints from the amateur. 

The proper display of sandpaper is 
essential. It should be a part of every 
window display made during “Clean- 
Up-Paint-Up” Week, also a part of 
paint and tool displays. In the store, 
boxed sandpaper should be prominently 
displayed on the shelves. Also, it should 
be on counter display. 


The renting of floor sanding ma- 
chines and the sale of the floor sand- 
ing paper and accessory items has be- 
come another source of profit, and a 
survey last year of more than 800 hard- 
ware dealers shows an average monthly 
profit of about $49.00 on these items. 
Many paint contractors rent floor sand- 
ing machines and practically every 
home owner is a prospect for a rental 
machine to do his own work, and of 
course in both cases, the retail hard- 
ware dealer sells the floor sanding pa- 
per on a very profitable basis to the 
renter of the floor sanding machine. 
Many professional floor sanders pur- 
chase their floor sanding paper, varnish, 
etc., from the hardware dealer. 





G.E. Offers New Line 
of Tubular Lamps 


These lamps, showcases and other appli- 
cations, may be placed end-to-end to form 
a continuous sectional line of light in va- 
rious architectural and other applications. 
Mazda “Lumiline” lamps incorporate a 
new technique of sealing a metal base di- 
rectly to the end of a glass tube without 
use of basing cement. At each end of the 
lamp is a special chrome iron contact cap 
that is sealed directly to the glass tubing. 
With this new construction over the screw 
base, lamps placed end to end will make 
possible the achieving of a more nearly 
continuous line of light with a minimum 
amount of dark area. Employs a single 
stretched coil filament drawn out into 


continuous line from one end of contact cap 
to the other. Channel backbone inside 
bulb carries filament along the tube, 
anchored by wire filament supports at- 
tached to channel backbone and spaced 
approximately 2 in. apart. Special sockets 
to hold each Lumiline lamp in place in the 
line of light are being developed. In con- 
trast with long tube sources, the individ- 
ual Lumiline lamps composing sections of 
the line of light, in cases of burnouts may 
be replaced without difficulty or serious 
interference with the installation. Avail- 
able both clear and with diffusing coating. 
Voltage, 110, 115, 120; wattage—30 and 
60 watts. Maximum overall length 17% in. 
Bulb diameter, 1 in., life 1500 hr. Incan- 
descent Lamp Department, General Elec- 
tric Co., Nela Park, Cleveland, Ohio. 


HARDWARE AGE 








CLEAN TURPENTINE ODOR 


In Staples Floor Wax pure turpentine is the solvent. That’s why it cleans as it 
polishes. We sell this product almost entirely through hardware jobbers and 
retailers. There’s a good profit in it for you. Ask your jobber or write us. 


|e SPIRO. F. STAPLES & COMPANY, Inc., Medford, Massachusetts 


=J3 STAPLES WAX 


ADL LEAT: SCE TP LAA BG A 


set screws GRAN 


Wood, Drive, Coach, Machine, 
Set, Cap, Thumb SCREWS 


Special Automatic Screw onus in Jumble? hler 


Machine Products 
BOLTS, NUTS, CHAINS 
Escutcheon Pins 


SpeedometersTachometers EXTRUDED a PADLOCKS 


















































ocia- ; : THE CORBIN SCREW 
par pcos The Corbin Extruded Metal 
CORPORATION, SUCCESSOR Padlocks afford the greatest 
or . : @ ; New Britain, Conn. securit y, 
“ed Warehouses: strength and 
* New York Chicago du rability, 
« : RS Philadelphia thru exclu- 
lard- . ° 
athly sive special 
ems. features in 
mend pin tumbler 
very , construction. 
-ntal Their worth is proven by 
d of their consistent satisfactory 
ard- performances at all times 
; pa- and under all conditions. 
the . 
nine. CORBIN CABINET LOCK Co. 
re The American Hardware Corporation, Successor 
nisn, 
NEW BRITAIN, CONN,., U. S. A. 
NEW YORK CHICAGO - PHILADELPHIA 
t cap e ° 
side ALWAYS NEEDED! Demand increasing 
" A List of for these devices 
aced WHOLESALE to Hang-up-Things 
= HARDWARE . Sloss Head 
as «ea See ts 2 
io HOUSES Giving Moore Push-Pins Steel Pol 
ivid- eee 
Names and Addresses; Capitaliza- : . Can be used 
s of tions; Lines Handled; Territories Moore Aluminum Push-Pins - vi} 2°35"... 
may Covered; Number of Men Travelled; For Pict Mir- 
ious Names of Officers and Buyers. Moore Push-less Hangers - - (3. "*s oo 
vail- Useful for In Window-front Packets to sell for 10¢. 
Ling. PERSONAL SALES CONTACTS Attractive Counter Displays which makes sales. 
and Price $10.00 a Copy CREDIT DEPARTMENT Your Jobber has them 
3 In. Cheek with Order DIRECT MAIL WORK Send for new Illustrated Price List of all our products 
a HARDWARE AGE VERIFIED LIST MOORE PUSH-PIN CO. 
; 239 W. 39th ST., NEW YORK, N. Y. 113-125 Berkley St. Philadelphia, Pa. 
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The next issue of the Catalog 
and Directory Number of Hard- 
ware Age will be published Sept. 
27, 1934. It is a condensed cata- 
log of manufacturers of hard- 
ware and kindred merchandise 
in one handy volume for ready 
reference. 


New Lonpon, Conn.: Who makes 
foresters’ pruners, having an adjust- 
able joint similar to combination pliers, 
and steel handles?—The G. M. Wil- 
liams Co. 

ANSWER: H. K. Porter, Inc., Ever- 


ett, Mass. 
* * * 


Hartrorp, Wis.: Who makes Wipe- 
On floor finish?—Leach & Christenson. 
ANSWER: Wipe-On Corp., 14 Hop- 
kins St., Brooklyn, N. Y. 
(See p. 463, Sept. 28, 1933, H. A. 
Directory Number.) 
* * * 


Anna, Itt.: Who makes a platform 
scale bearing the name Jones, Bing- 
hamton, N. Y.?—A. W. Walter, Jr. & 
Co. 

ANSWER: Binghamton Scale Mfg. 
Co., Binghamton, N. Y. 

* * * 


KNOXVILLE, TENN.: Furnish names 
and addresses of several manufacturers 
of gas stove vents, as used in lieu of 
pipe.—House-Hasson Hardware Co. 

ANSWER: Chattanooga Boiler & 
Tank Co., Chattanooga, Tenn.; Hedges- 
Walsh-Weidner Co., Chattanooga, 
Tenn.; Toledo Stamping & Mfg. Co., 
Toledo, Ohio, and Ballonoff Metal Prod- 
ucts Co., Cleveland, Ohio. 


* + 


PHILADELPHIA, Pa.: Who makes the 
Mark Time electric switch?—John 
Becker & Son. 

ANSWER: M. H. Rhodes, Inc., Hart- 
ford, Conn. 

(See p. 351, Sept. 28, 1933, H. A. 
Directory Number.) 
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Who Makes It ? 


Information regarding sources of supply as provided readers 
of Hardware Age by the Who Makes It? Editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buy- 
ers. This editorial feature in each issue supplements the ser- 
vice rendered by the “Who Makes It?” issue published on Sept. 
28, 1933. When writing te the firms mentioned, state that you 
saw the product Hsted in Hardware Age “Who Makes It?” sec- 


tion or issue. 


MarysvILLE, Onto: Where can we 
buy model airplane supplies ?—Schuel- 
ler Hardware. 

ANSWER: Cleveland Model & Sup- 
ply Co., 1867 W. 57th St., Cleveland, 
Ohio; Ideal Aeroplane & Supply Co., 
22 W. 19th St., New York, N. Y., and 
Girard Model Works, Inc., Girard, Pa. 


* * 7 


Lake Pracip, N. Y.: Where can we 
purchase “one-way” glass, which per- 
mits vision through only one side?— 
Lake Placid Hardware Co., Inc. 

ANSWER: Semon Basche & Co., 636 
Greenwich St., New York, N. Y. 


* %*+ 


SPRINGFIELD, Itt.: Who makes an 
electric cigarette dispenser called 
Smoker-ette, which delivers lighted cig- 
arettes?—Jacob R. Friedman. 

ANSWER: General Transformer 
Corp., 1900 N. Kilbourne St., Chicago, 
Ill. 

* * * 

New Orteans, La.: Who makes cot- 
ton calipers? These are used in mea- 
suring cotton.—R. D. Pitard Hardware 
Co., Inc. 

ANSWER: New Hartford Cotton 
Mfg. Co., New Hartford, N. Y. 


* + 


AsHLAND, Onto: Who makes the 
Silex coffee brewer?—Union Hardware 
& Supply Co. 

.ANSWER: Silex Co., Hartford, 
Conn. 

(See p. 353, Sept. 28, 1933, H. A. 
Directory Number.) 

* & * 


ALEXANDRIA, Va.: Advise if the Meri- 
den Cutlery Co. is still in existence — 
Worth Hulfish & Sons. 

ANSWER: This company has been 
acquired by Landers, Frary & Clark, 
New Britain, Conn. 

* aa * 


Port Artuur, Tex.: Furnish names 
and addresses of several manufacturers 
of invalids’ wheel chairs.—Drago Hard- 
ware Co. 


ANSWER: Knauth Bros., 87 Fifth 
Ave., New York, N. Y.; A. A. Marks, 
701 Broadway, New York, N. Y., and 
Chicago Wheel Chair Co., 1971 Ogden 
Ave., Chicago, IIl. 


* * * 


SomersET, Pa.: Who makes Chester- 
ton’s gage glass cutter?—Geo. S. Mil- 
ler. 

ANSWER: A. W. Chesterton Co., 66 
India St., Boston, Mass. 


. & 


SaLcaManca, N. Y.: Provide names 
and addresses of several manufacturers 
of electric resistance machines for 
thawing out frozen water pipes.—H. F. 
McCann Hardware. 

ANSWER: Harold Electric Co., 
Walla Walla, Wash.; Plouff Co., 1150 
Columbus Ave., Boston, Mass., and W. 
S. Darley & Co., 2810 Washington 
Blvd., Chicago, III. 


* + 


New BETHLEHEM, Pa.: Who makes 
the Never Slip car mover?—Anderson 
Hardware Co. 

ANSWER: Appleton Car Mover Co., 
Appleton, Wis. 

(See p. 439, Sept. 28, 1933, H. A. 
Directory Number.) 


+ + 


Scuenectapy, N. Y.: Who makes the 
Aladdin kerosene lamp?—Chas. W. 
Tiemann. 

ANSWER: Mantle Lamp Co. of 
America, 607 W. Lake St., Chicago, IIl. 

(See p. 424, Sept. 28, 1933, H. A. 
Directory Number.) 


* + 


ARCHBOLD, Ouro: Where can we pur- 
chase moderate-priced electric milk bot- 
tle washing machines?—Stotzer Hard- 
ware Co. 

ANSWER: Electric Specialty Co., 
218 South St., Stamford, Conn.; Berger 
Device Mfg. Co., Inc., 2304 Armitage 
Ave., Chicago, IIll., and R. G. Wright 
& Co., 98 Eagle St., Buffalo, N. Y. 
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A POPULAR SELLER Talk Quality and Dependability— 
The Sherman Radiator Filler i 

Faucet is made with a long ‘s Sell the Hill 

spout which fits any radiator : Tell Heusewives how the Hill Champion Clothes Dryer saves time. 
open in g an d protects laber and steps—they simply revolve it which brings every foot of 







the lime right before them—hang entire wash without walking «a step. 
hand Ne lugging heavy basket of wet clothes from place to place. Easily 

f th erected. Sturdily built. Has folding removable reel and removabie 
of the pest. Three sizes to hold 100, 115 and 150 ft. best cotton line. An 
user outstanding seller that returns a good profit. Send for Beoklet—it 
from shows complaie line. 






HILL 








sail Radiator filler Faucet Clothes Dryer Co., Inc. 
, 2 Made j 
. “tric caine ry ‘ age rye “= as . “ 


Dryer 





Durable, made of brass. In Cartons. 
Profitable seller. Sold through Jobbers. 


New York Distributor 
H Kornahrens, Inc. 






















































H. B. SHERMAN MFG. CO., Battle Creek, Mich. wt to owe mart 
ifth 
a MOULTON LADDERS 
and AMaAILBOxwith THERMOM L 
= OXwith | HERMOMETER te ae ane 
9g 
A most sensible, salable item Profitable, Satisfactory Sellers 
YALE (MECHANIC TYPE) STEP- 
TUDOR MAILTAINER, our most pop- LADDER as shown. A quality step- 
ular design, is now made more popular eee, — ma oe A sate —_ 
ter- and appealing by the built-in thermometer. clamped pall too—% a gten Pane pay 
Mil- Think of the strong sales argument for der each tread with truss block. Steel 
this useful convenient addition. Nationally braces under bottom tread. Cad- 
advertised in leading Home publications. mium plated hardware. Sides 3% 
66 Get your share of these newly created in. Legs 2% in. with 1% in. rungs. 
) sales and profits. Treads 3% in. Sizes 3 to 12 ft. 
Wet. approx. 3 Ib. per ft. 
Rugged Finishes: Brown Crackle EXCEL STEPLADDER—a safe, light 
Antique Old Iron Crystal Green a ge — - weight stepladder at a lower price 
Antique Brass Statuary Bronze Prove Fg 0 Phe Po than the Yale. Sizes: 3 to 12 ft. incl. 
Green Crackle Green Gold p p . Wet. approx. 2% Ib. per ft. 
nes PATENT NOVELTY CO Send for Literature and Trade-prices. 
ers ILLI The Moulton Ladder Mfg. Co. 
for FULTON LLINOIS 3 
Somerville Mass. 
2 2 
30 TICK 
W. 
IMPERIAL 
on 
THISTLE SUPER ‘& VAC 
kes \ EAT VER THE FINER VACUUM BOTTLE 


With Chromium Plated, Unbreakable 
_= No que&tion about the Jumbo Cup, will not rust or tarnish. 

sure work this weaner 
does in stopping cows and calves from sucking. It sticks. 


And no question either about its farm popularity. It 


Maroon or Green Moire Finish. 
Pint or Quart Size. 


ma sticks there, too, as America’s greatest seller. : ‘ 
Low price and thorough satisfaction is the reason why Specially selected fillers 24 hour tested 
#. farmers want this weaner. Be guided by many years’ for temperature maintenance. 


Write Dept. 422H 


LANDERS, FRARY & CLARK 
NEW BRITAIN, CONN. 


experience. Stock and sell this all time, all farm favorite. 


IMPERIAL BIT & SNAP CO. ¥isconsin 
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“i Silver Lake Sash Cord oe J Cross Steriliz 
(ll. GUARANTEED FOR 20 YEARS P St 
mped on every foot of cord GT 
aan ae ee 


EDDYSTONE ~a superior sash cord 





: long wearing and of high quality. D> splay Carton ‘create confidence’ 


ot- 
PELHAM —guarantees TERE Ask your jobber 


rd- 
= NeCORD— medium priced sash cond, OS W. W. CROSS &CO. INC. 
ge Silver Lake Co. EAST JAFFREY N.H. 


ht BENGA ag 1 IM Pecicis rd Newtonville, Mass 
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CLASSIFIED ADVERTISING 
RATES 





Positions Wanted Adver- 
tisements at Special Rate of 
one cent a word, minimum 
fifty cents per insertion. 











Use the “Classified Opportunities Section”? to Reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 
apply to “Help Wanted,” “Business Oppor- 


tunities,” “Sales Accounts Wanted” and 

“Sales Representatives Wanted” advertise- 
ments. 

Set Solid, Minimum ef 50 words. - $3.00 

Each additional word.......... 06 


All Capitals, Minimum of 50 weeds. . - 4.00 
Each additional word..........++- 06 
Allow Seven Words fer Keyed. Address. 


Remittance Must Accompany Order 


Send check or money order, not currency 





Samples of merchandise, literature, catalogs, etc., will not be forwarded 


BOXED DISPLAY RATES 
B Med ccccccccccccccccccccscsc 5 cQ® 
Each additional ineh eocccccccccces SOO 


Discounts for Classified Advertising 
4 insertions. 10% off; 8 insertions, 15% off. 
Due to the special rate, these discounts do 
not apply on Positions Wanted Advertise- 
ments. 








HARDWARE AGE is published every other 
Thursday. Classified forms close 13 Days 
previeus to date of publicatien. 
Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities. 
239 West 39th St., New York City 











BUSINESS OPPORTUNITIES 


SALES ACCOUNTS WANTED 


POSITIONS WANTED 





PARTNER WANTED — PROGRESSIVE 
HARDWARE, APARTMENT house supply and 
electrical contracting concern, established for past 
ten years, desires medium capital and energetic 
business ability. Experienced in the above lines. 
Address Box B-409, care of Harpware AcE, New 
York City. 





WANTED--TO PURCHASE PART IN- 
TEREST in moderate sized hardware business 
by educated manufacturer and salesman acquainted 
with tools, supplies and electrical equipment. 
Would take active interest and _ responsibilities 
and could add new products and sales. Address 
Box B-391, care of Harpware Acre, New York 
City 








SALES ACCOUNTS WANTED 





NOW AVAILABLE — A_ HIGH-CLASS 
SALES REPRESENTATIVE who has been sell- 
ing the retail hardware trade in California for 
over eight years. Can handle another good line 
of staple merchandise in connection with present 
line. Interested only in selling direct for manu- 
facturer to hardware dealer, on a commission 
basis. Has a wide personal acquaintance with 
retail hardware trade in California. Can furnish 
satisfactory references. Address Box B-399, care 
of Harpware Ace, New York City. 





MANUFACTURERS’ AGENT ESTAB- 
LISHED IN 1886 with ample storage, shipping 
facilities in the heart of hardware section in Tes 
York City, desires to take on a few more addi- 
tional lines for the Metropolitan district and near- 
by States. We can act with unusual service your 
transfer agents or jobbers. The lines we are in- 
terested in are—builders’ hardware, nuts, bolts, 
brass goods, factory, machinists’ supplies, also 
established housefurnishing items. Address Box 
B-400, care of Harpware Ace, New York City. 





CHICAGO SALES DISTRIBUTION—-AN 
ORGANIZATION of go-getters will sell for your 
account on a strictly commission basis. Ware- 
house facilities. What attractive lines have you 
that will fit in with our contacts with jobbers, 
department and chain stores? Thoroughly re- 
liable and financially responsible. State proposi- 


NOW AVAILABLE —A HIGH-CLASS 
SALES representative who has sold successfully 
to the reputable Greater New York wholesale 
hardware and mill supply jobbers. Has a wide 
personal acquaintance among this trade, a proven 
sales record and recommendations that will stand 
rigid investigation. Address Box B-414, care of 
Harpware AGE, New York City. 








SALES REPRESENTATIVES WANTED 





WANTED: SALESMAN CALLING ON RE- 
TAIL and wholesale hardware and seed houses, 
who normally has a relatively slack season from 
May to September, to sell seasonable nationally 
advertised attractively packaged specialty line on 
commission basis. Numerous established accounts, 
line is an old and well-known one, not difficult 
to sell. Address Box B-383, care of HARDWARE 
Ace, New York City. 





SALESMAN WITH FOLLOWING TO REP- 
RESENT manufacturer, full or part time, for 
long profit product which was fastest selling item 
in hardware field last season. TAT Ant Traps 
guaranteed complete in control of all species of 
ants—inexpensive, wide margin of profit—you 
have merely to show them to sell them. Remark- 
able repeat record. Write for samples. Address 
Soilicide Laboratories, Upper Montclair, N. J. 





COMMISSION SALESMEN WITH ESTAB- 
LISHED CLIENTELE among wholesale and 
large retail hardware and housefurnishing dealers 
and department stores, for Southern California, 
Northwest territory and territories in Eastern 
States by firm making household specialties. Ad- 
dress Box 519, Freeport, Ill. 


HELP WANTED 











ARGE WHOLESALE HARDWARE, 
HOUSEFURNISHING, ELECTRICAL house 
requires several salesmen ‘to cover Westchester 
County, Connecticut, New Jersey, Hudson, Essex, 
Union, and Bergen Counties. Commission basis 
only. Must know line thoroughly and have fol- 
lowings in sections mentioned. one others need 
apply. Address Box B-381, care of Harpware 
AcE, New York City. 











tion and facts in full in first — ——- — 

Box B-397, ca f H: yARE Ace, 2} ANT 

ax care’ o ARDWARE AGE ew Yor POSITIONS W ED 
EFFECTIVE SALES REPRESENTATION FACTORIES ATTENTION! AVAILABLE. 


IN MIDDLE WEST — Active manufacturers’ 
agency, regularly calling on all wholesalers and 
large retailers can do real business on several 
additional lines. Territory includes: Illinois, In- 


diana, Nebraska, Missouri, Kansas, Kentucky, 
and western Tennessee. Experienced, well-rec- 
ommended and widely known in trade. Address 


principal: Harry B. Macrae, 5540 Pershing Ave., 
St. Louis, Mo. 





MANUFACTURERS’ REPRESENTATIVE 
WITH TWELVE YEARS of successful sales 
record selling to wholesale hardware, mill supply 
and automobile accessory jobbers in Ohio, Indi- 
ana and Michigan is desirous of representing one 
or two substantial manufacturers whose line is 
somewhat known to the trade. Address Warren 
L. Baldwin, 13307 Detroit Ave., Cleveland (Lake- 
wood), Ohio. 





MANUFACTURERS’ AGENT CALLING ON 
HARDWARE jobber and retailer from Chicago 
north to Duluth, wants additional lines, especially 
wood screws. Address Box B-410, care of Harp- 
Ware Ace, New York City. 
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N ATIONAL LY KNOWN constructive salesman. 
Acquaintance with hardware jobber and depart- 
ment stores over United States and Canada. Sec- 
ond to that of no man in America. Sponsored a 
few lines in past that became leaders in their 
class under his guidance. Capable of materially 
increasing sales on any product and can resurrect 
a dead one; has done so. Old enough to teem 
with wisdom, yet young enough to retain the pep 
of youth. Smart enough to know his remunera- 
tion can only come for securing results. Has 
sold $650,000 new line single handed in year’s 
time. Is interested only in a line (on a commis- 
sion basis or salary and bonus) that is capable of 
producing under proper sales coaxing at least 
$250,000 volume per annum. He can be inter- 
viewed by writing us and all communications are 
held in strict confidence. Address Box B-406, 
care of HARpWaRE AGE, New York City. 





SALESMAN, 20 YEARS’ EXPERIENCE IN 
hardware, tools, paints, plumbers, electrical and 
housefurnishings supplies, wishes connection with 
reputable wholesale concern. Excellent references. 
Address Box B-402, care of Harpware Ace, New 
York City. 








Hardware Personnel 


FOR THE HARDWARE 
AND 
ALLIED INDUSTRIES 


WHOLESALE RETAIL 


Men and women are registered in this bureau who 
can successfully fill any position listed below. Well 
recommended and trained in their occupations. 
MANAGERIAL DEPARTMENT 

Assistant managers, department managers. 
SALES DEPARTMENT 

Assistant sales manager, salesmen, inside and 

outside, sales correspondents, price clerks, order 


clerks. 
PURCHASING DEPARTMENT 
Buyers, ns up _boys. 
OFFICE MANAGER 
—. bookkeeper, stenographers, clerks, mail 
SHIPPING DEPARTMENT 
Shippi clerks, i truck or chauffeurs, 





Be 
sTOCcK teen age 
Stock men, order 
ADVERTISING AND  UBLICITY 
Catalogue compilers, circular layout men, ma- 
chine operators. 
CREDIT DEPARTMENT 
Credit men, assistants, collectors. 
anne DEPARTMENT 
Pricing clerks, apie machine operators. 
RETAIL DEPAR 
Managers, assistants, cashiers, counter clerks, 
store salesmen, store boys, shipping clerks, re- 
ceiving clerks, locksmiths, repair men. 
NO CHARGE TO revere FOR THIS 


This is the only employment agency which special- 
izes in the hardware and allied industries. 


Associated Placement Bureau 


152 West 42nd Street, New York City 
Wis. 7-1802, 1803 














AGGRESSIVE SALESMANAGER — SEA- 
SONED, COMPETENT, EXPERIENCED 
salesmanager interested in position as salesman- 
ager or sales promotion manager anywhere. Has 
been employed continuously for twenty-three years 
in hardware and industrial supply business with 
large manufacturer in all positions from sales- 
man to salesmanager. I am honest, industrious, 
intelligent and have uncommon intelligence and 
imagination. I am capable to handle all functions 
of the sales department and have a thorough un- 
derstanding of the theory and practical principles 
of salesmanagement. I am forty-two years old, 
Christian, married, with no children, enjoy per- 
fect health, and am still employed as division 
salesmanager. Please write for appointment, ref- 
erences, and reasons for desiring to change. Ad- 
dress Box B-405, care of HARDWARE AcE, New 
York City. 





A REAL YOUNG LIVE WIRE hardware and 
tool salesman wishes to connect with a hardware 
manufacturing concern as traveling representa- 
tive. Have had nine years’ road selling experi- 
ence and am truly acquainted with all the job- 
bers’ buyers from Detroit to Maine. Best of 
references furnished. Padlock selling my spe- 
cialty. Address Box B-413, care of Harpware 
Ace, New York City. 





SALESMAN AND BUYER WITH EXECU- 
TIVE ability, 41 years of age, 20 years’ experi- 
ence in hardware, tools, paints, plumbers, elec- 
trical and housefurnishing supplies, is seeking con- 
nection with a higher grade retail business. Ex- 
cellent references. Address Box B-401, care of 
Harpware Ace, New York City. 
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e CLASSIFIED OPPORTUNITIES e 





POSITIONS WANTED 


POSITIONS WANTED 


POSITIONS WANTED 








A DIRECTOR OF SALES—AVAILABLE for 1934— 
Of long standing association and executive contact 
with hardware jobbers throughout the United States 
—trained in correlating sales, advertising and pro- 
duction—sales promotion and market analysis—tield 
sales. Of wide experience in the selection—-training 
and direction of salesmen—layout of territories— 
prospect and customer follow-up—correspondence—gen- 
eral supervision. One who has actually done the jobs 
he directs from junior to senior salesman—district 
manager—branch manager—asst. sales manager—gen- 
eral sales manager—and who has always carried large 
volume of personal sales. 

Address Box B-376, c/o Hardware Age, New York City 














[I CAN BRING YOU 20 years’ experience in 
general office work and sales; 15 years’ experi- 
ence in wholesale hardware lines—both office, sell- 
ing in the house and on the road. Am 43 years 
of age, married, and enjoy excellent health. Can 
furnish best of references and am _ willing to 
locate anywhere. Address Box B-404, care of 
Harpware Ace, New York City. 





WHOLESALE HARDWARE SALESMAN 
HAVING BROAD acquaintance middle western 
territory desires position with well-rated = manu- 
facturer. Age 38. Eighteen years’ experience. 
Can furnish unquestionable references. Own car. 
Chicago headquarters. Address Box B-408, care 
of Harpware Ace, New York City 


SALESMAN WITH FIFTEEN YEARS’ EX- 
PERIENCE selling to the hardware house fur- 
nishings and electrical trade desires position with 
manufacturer or jobber. Have personal dealer 
acquaintance and 
hardware: buyers throughout New York Metro- 
politan District and New Jersey. Interested in 
staple lines which offer re-order possibilities and 
an opportunity to build substantial volume. Ad- 
dress Box B-395, care of Harpware Acre, New 
York City. 





- ARDWARE MAN, MARRIED, ABSO- 
| LUTELY RELIABLE and thoroughly experi- 
| enced, desires immediate connection with whole- 


sale or retail house or with manufacturer where 
honesty and integrity will help to earn a reason- 
able salary. Might consider handling sever al good 
lines in New York State on commission basis. 
Address Box B-412, care of Harpware AcE, New 
York City. 





HARDWARE MAN — FORTY-THREE 
YEARS OLD, sober and industrious, twenty 
years’ experience in wholesale and retail hard- 
ware open for position with reputable retail firm 
where work and integrity will be rewarded. Can 
furnish best references as to ability and char- 
acter. Will go anywhere. Middle West or 
South preferred. Address Box B-394, care of 
Harpware AGE, New York City. 





large following with general | 


SALESMAN WITH TWENTY YEARS SUC- 
CESSFUL sales experience wants connection with 
reliable manufacturer of hardware, mill supplies, 
sporting goods, or kindred lines. Salary or com- 
mission. Wide acquaintance among jobbers and 
wholesale hardware dealers in Southern territory. 
Address E. L. Campbell, 517 Walnut St., Knox- 
ville, Tenn. 








DESIROUS OF REPRESENTING A MANU- 
FACTURER of hardware specialties in the Chi- 
cago, Milwaukee territory. Well known with the 
jobbers and trade alike. Have car and can fur- 
nish the very highest references as to sales ability. 
Commission or drawing account basis. Address 
Box No. 7535-A Harpware Ace, 802 Otis Bldg., 
Chicago, III. 





RETAIL AND RESIDENT BUYER W ITH 
nine years’ experience in housefurnishing, toys, 
sporting goods and all kindred lines, wants posi- 
tion as buyer or assistant. Can merchandise and 
dress windows. College graduate, 28 years of 
age, married. Will locate anywhere in East. 
Best of references. Address Box B-411, care of 
Harpware Ace, New York City. 





WANTED JOB AS MANAGER of hardware 
or general store, or clerk in store. Can give best 
of reference. Have had twenty-five years’ experi- 
ence. Address Box B-407, care Harpware AGE, 
New York City. 











advertising in the right medium. 





He ADVERTISED IN THE RIGHT MEDIUM 


This man wanted to represent a good hardware 
manufacturer—he told his story in the Classified 
Opportunities Section of Hardware Age— 


A nationally known company replied to his adver- 
tisement and he secured a desirable position through 


HARDWARE AGE is noted for quick results— 
try it~-send your ad to— 


HARDWARE AGE 


Classified Opportunities Dept. 
239 W. 39th Street 


New York 
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MORE PLEASURE IN CAMP 
with SHARP TOOLS 





Sha tpening 
St ones 


FOR THE HUNTER, FISHERMAN, 
CAMPER AND WOODSMAN 


THE SPORTSMAN’S STONE 


com 


Retails at 50¢ 








A combination of fast cutting 
India and Lily White stones in a durable 
leather case. Excellent for camp knives, 
axes, hatchets, gaffs, and fishhooks. Six 
in a display carton. 


THE AXE STONES 
Axe Stone No. JT3 


Made of 
Norton CRYSTOLON Abrasive 
Retails at 60¢ 
Coarse grit on one 
side, fine grit on the 
other. Extremely popular among woods- 
men. Each stone in an individual carton. 


Queer Creek 
Axe Stone No. KT33 


A Natural Stone—Retails at 25¢ 





Used with water 
or oil. A superior stone 
for all kinds of axes. Produces keen, long 
lasting edges. In individual cartons. 


THE POCKET STONES 








The Norton Pike INDIA Pocket Stone 


Retails at 20¢ 


Excellent for pocket knives and fishhooks. 
Two dozen in display carton. 


LILY WHITE 
Pocket Stone 


Retails at 10¢ 





Best selection Genuine Washita Oil-stone. 
A great favorite. 





BEHR-MANNING e TROY, N. Y. 
Manufacturers of Quality Abrasives Since 1872 


SALES REPRESENTATIVES IN U.S.A. 
FOR NORTON PIKE PRODUCTS 




















Exclusive 





Revolves on water. Smooth operation. No Friction. 
No wear. 


Rugged. Compact. Rustproof. A lifetime sprinkler. 
Large base. Light weight. Will not rock or dig in. 
Guaranteed to operate on any pressure. 

Covers 6 to 60-foot circles for small lawns or large. 


Simple adjustment. Fast or slow. Fine mist or heavy rain. 


=O Ul & W DPD oa 


Patented Floating Head. No metal-to-metal bearing. 


THE NEW PREMAX 
FLOATING HEAD SPRINKLER 


NEW in design! DIFFERENT in principle! 
We believe the PREMAX will meet all re- 
quirements of the average home owner more 
perfectly than any other sprinkler manufac- 
tured. Sells on sight! Yields a good profit! 
The PREMAX Sprinkler talks on your counter 
—and shouts on the end 
of a hose. 


Unusual counter display 
card mounted in the 


base of every PREMAX 
Sprinkler. 


Mail Your Order 
Today For Stock 


or Sample 


At Your Jobber 


or write 


PREMAX SALES DIVISION 
Chisholm-Ryder Co., Inc. 








Niagara Falls, N. Y. 
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THE DASH (—) INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 
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D minson Co., Oncar Ci. occccces 73 | Wright Steel & Wire Co., G. F. — 
L Robertson, Arthur R. ........ 74 
Dazey Churn & Mfg. Co....... — | Lamneck Products, Inc. ...... — | Rochester Sash Balance Co., Inc. 74 Y 
on a Thomas ee fare hig Frary & Clark...... 77 | Ruby Chemical Co. ........... ce ee ee 3 
. ’ e se ccoccccene ibbey, Owens, Ford Glass Co. — | Russell, Burdsall & Ward Bolt Yard Man.” Inc, «..csooccece as 
Disston & Sons, Henry ....... —— | Lincoln-Schleuter Floor Machine i LOOT er ore — < 
Domes of Silence ..........0. - Pk Rdbark cite aith-smianesmeatas 62 | Russell Electric Co. .......... — 
Doyle & Co., Chas. E. ........ ot DEAE COO sacccascccrcvves — | Russia Cement Co. .......... 82 z 
Dreadnaught Sanders ........ cme | Eatin Tele: TGs oicicsinc ccicecs — | Rusticide Products Co. ........ — | Zenith Machine (o. .......... — 
THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. Every care will be taken to index correctly. 
No allowance will be made for errors or failure to insert. 
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BUILD SUPPLY SALES ad 
iy"|| |EDAGE'S 
“ SURE-GRIP”’ GLUE 


pinguanr seas LEPASES CASEIN GLUE 
HOSE CLAMPS [EPAGE’S LIQUID SOLDER 
—STOP THOSE LEAKS— LEPAGE'S GRIPSPREADER MUCILAGE 
Easy on the Hose LEPASE’'S COLD WATER WALL SIZE 
Permanently Tight [EPAGE'S WATERPROOF CEMENT 
J. R. CLANCY, Inc: LEPAGE'S PAPER-HANGERS PASTE 


Syracuse N. Y. RUSSIA CEMENT CO.,GLOUCESTER MASS. 


+ 
Stock and Profit with z 
ome “G & B” QUALITY Products AT) the market that's: the 

_ POULTRY NETTING eae 2, Boston Nozzle. N 
Goops STRAITLINE FENCING SMZMUERSEORG equalled in quality. 


GALVANIZED HARDWARE CLOTH 4 imp re. —— 
p > , , \ astest seller anywhere. 
& a Aa saa Each nozzle packed in 


separate carton. 12 car- 




















QUALITY a Seen ; fl h | tons in full color 
Doaretr ore eens | Me ae \ithographed dis- 


Provuctrs COPPER 
BRIGHT and ROMAN BRONZE play packages. 
THE 


The Gilbert & Bennett Mfg. Co. , at BOSTON 


Established 1818 America’s Oldest Woven Wire Factory-Manufacturers : 
WIRE CLOTH, NETTING and FENCING ~ NO Z ZLE 


Galvanized Steel Wire Cloth in all Meshes and Gauges 
New York City Georgetown, Conn. Chicago Kansas City, Mo. San Francisco 


i> 


Hi 




















BB s—- aes 
To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 


, the red, white and blue surface markers in *4 inch diameter and larger 












































Columbian Rope Company, Auburn, “The Cordage Cily”, N.Y. 


IVE ie WATERPROOFED - GUARANTEED 


Brass Head Rustless 
Numeral ThumbTacks 


Berens, Storm Doors SAMSON CORDAGE WORKS 


Furniture Shelves, Bins, 
1 b BOSTON, MASS. 


Yate) «an O10). 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 











the Hardware Jobber ‘ : - 
and Independent Mer- “There IS a Difference in Sash Cord 


chant. 
Robt. E. Miller, Inc OTHER BRAIDED CORDS* COTTON TWINES 
ne ogg Send for catalogue samples and selling information 
ew ork, . . 














HARDWARE AGE 

















































































































moll, Quality A 
Merely push 


Helps Make the Sale a ee | the lever 4 


turn either 
























































































































































re 7" | HERE way fo 
The satisfaction customers derive from securely lock 


screen products depends entirely upon the in place. 
quality. 


a 


When you sell Continental Screen Prod- 





ucts your customers get the best obtainable Continental Window Screen 


Quality is our chief consideration. We want 





your customers to be so pleased with the lasting 

















service Continental Screen Products give that 
they will continue to buy and recommend 

























































































Sereen Panel wm Storm Panel 
IN SUMMER | IN WINTER 
Keeps out . Keeps out 
Flies: Con- Cold; Saves 
serves Health Fuel 








Continental Combination 
Screen and Storm Door 


Window Screens and Screen Doors 


as long as they live. In other words we want to make our 
30 years reputation help the dealer make more sales and 
increase profits and turnover on our entire line. 


So we incorporate new features which appeal to 
customers as soon as shown—such is the New Positive 
Friction Lock on Continental Screens—it prevents any 
interference with the sliding of the screen when not in 
locked position. Simply a quarter turn to the Left or 
Right locks the screen securely in place—it cannot rattle 
or fall out of the window. 

And don’t forget that Continental Combination 
Screen and Storm Doors, here illustrated, are steady year 
‘round sellers. Also that Continental High-Grade Screen 
Doors may be had in patterns, sizes and finishes to meet 
the requirements of every customer. 


Keep stocked and supply the needs of home own- 
ers, vacationists and replacement customers all through 
the Summer season. 


e Please Order From Your Jobber e 
CONTINENTAL 
SCREEN COMPANY 


DETROIT MICHIGAN 


Continental Screen Door 
One of Many Patterns 
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1843~SuApLeich's MWETY-ONE YEARS OF HONORABLE SERVICE~1934 
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QUALITY 
PROVEN 


iT 


DIAMOND EDGE IS_\ QUALITY PLEDGE _ 


Shapleigh National Series No. 1847 
HARDWARE AG! 
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